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A Preview: 


SM's 20th Annual 
Survey of Buying Power 


In this issue are 200 cities and counties ranked by their 
"Yo of U. S. A. Potential." The complete 1949 edition of 


the Survey comes out May |0th. See page 44. 


+ + + + + + + + & MH MH Bee 


a 
ae ap s+ + + +t + H H H + HH NH H RDS 


ee ee ee ee oe oe a 


NEW ONE-CASE FILMOSOUND 


Easy to carry and operate anywhere. Higher 
undistorted sound output than any other 
lightweight projector. Built-in 6-inch speaker 
can be removed from case and placed near 
screen. Larger speakers available. With 6-inch 


speaker, an outstanding value at 


YOU CAN HANDLE 
ALL THESE JOBS 
BETTER 
AT LESS COST 


WITH A 


BELL & HOWELL 


$449 


(OY custeunes selling 


cp Training new salesmen 


Refresher training for 
seasoned salesmen 


ce Distributor conferences 


Reaching retail sales 
personnel 


Training shop employees 


Improving personnel 
relations 
cA Lunch-time theater 


[AW employee social 


programs 


Everywhere you can profitably employ 
sound motion pictures, you can do the job 
better with performance-proved Bell & Howell 
Projectors. 


B&H Filmosounds, for instance, are now 
even finer than ever before—even further ahead 
in their superiority for exacting business and 


industrial service. 


ALL FILMOS ARE GUARANTEED FOR LIFE 


During life of product, any defects in work- 
manship or material will be remedied free 
(except transportation). 


Without obligation, a Bell & Howell repre- 
sentative will gladly work with you on any 
motion picture problem. For complete infor- 
mation, phone or write Bell & Howell Com- 
pany, 7190 McCormick Road, Chicago 45. 


NEW ACADEMY FILMOSOUND 


Designed for 16mm sound or silent projec- 
tion in larger halls. Speaker in separate case 
8’’, 12’, or power speaker, as required. 
With the 8” speaker, this Filmosound pro- 
vides double the sound output of any other 
lightweight projector . . . with 8” 
speaker, now only . ee a $495 


Precision-Made by 


Bell « Howell 


Since 1907 the Largest Manufacturer of Professional Motion Picture 
Equipment for Hollywood and the World 
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Retail stores are surrounded by homes in Philadelphia, the city of 
homes. And in more than four out of five of the homes in this trading 
center of over four million individuals, you’ll find the family sur- 
rounding one newspaper— The Bulletin. 


Clearly, the way to reach the buyers in the country’s third largest 
market is to go home with The Bulletin—evenings and Sundays. 


The Bulletin reaches Philadelphians when they’re at home—helps 
them make up their minds about their buying. In two blocks of Pratt 
Street, for instance, The Bulletin is read by 61 of 73 households inter- 
viewed. It’s the Philadelphia favorite that goes home, stays home, is 
read by the entire family. 
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In Philadelphia 
nearly everybody reads 
The Bulletin 
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t PP a “4 “ a = $s 
: Chicago - Cincinnati $3.07 $3.80 
Chicago-Atlanta 6.55 6.00 
Chicago-Chattanooga 5.55 5.56 
/ 


Chicago- Birmingham 6.55 5.78 


T0 BUSY TRAFFIC MEN Cincinnati-Atlanta 4.55 4.90 


Atlanta- New Orleans 5.05 5.12 
Up-to-date, easy-to-use Dallas-Atlanta 8.00 6.66 
Comparative Rate Tables... Atlanta- Miami 7.05 6.00 


Delta Air Freight/Rail Express Dallas-New Orleans 5.05 4.90 
from YOUR Shipping Point Cincinnati-New Orleans 8.00 6.44 
Detroit - Atlanta* 6.55 6.22 


*Delta-TWA interchange 
TPick-up and delivery extra, but optional. 
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Here is an easier way of instant rate comparison. 
Saves digging through several manuals, doing extra 
arithmetic. 

Use these tables whenever you schedule a ship- 
ment to or through the South or to Latin America. 
You'll find Delta Air Freight is cheaper much of the 
time...and it’s always faster, frequently by as 
much as 2 to 10 days. 


Even when the air freight rate is higher, your 
shipment may go cheaper because you save so much 


Your shipments move faster, you can extend markets and in packing cost. And, you pay only for the pick-up 
have better control over inventories, when you use Delta and delivery service you need. 
Air Freight. Delta’s fleet of “Flying Freighters” hauls Send for these comparative tables now. There’s 


bulk loads, and Delta’s DC-3’s, DC-4’s, and DC-6’s carry 
freight and express shipments on frequent, fast passenger 
flights. Connections with 14 other certificated airlines at 
key terminals. Time-saving shipments to Latin America first day! 
as well as to and through the South, : 


no cost or obligation. They’re useful tools for any 
shipper—they start saving money for you the very 


| sar Dhaye or Mal Compon NOW/ 


Delta Air Lines 
General Offices, Atlanta, Ga. 
Please send me comparisons of Delta Air Freight 


and first class rail express rates. | am interested in 
shipments from these cities: 


General Offices: 
Atlanta, Ga. 


— 


Name 


Street Address. 


City. 


DELTA AIR FREIGHT OFTEN COSTS LESS PER CWT. THAN FIRST CLASS RAIL EXPRESS 
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Heavy Bridge Traffic 
Proves Unity of the 


QUAD-CITIES 


u \° er. 


221,000 Met. Population 


TRAFFIC COUNT, 1948, 
Over QUAD-CITY BRIDGES 
Arsenal Bridge. . 5,840,000 


Memorial Bridge. 2,423,481 
Centennial Bridge 2,427,572 


TOTAL..... 10,691,053 


Average of 29,210 cars 


& S ROCK ISLAND 


* 
— 


SA 
E. MOLINE 


A steady stream of traffic flows 
across the bridges connecting 
the Quad-Cities . . . more than 


29 thousand cars every 24 


hours... 20 cars every minute! 
This is an indication of the 
unity of the Quad-Cities as 
ONE MARKET. 


Very often, a buying impulse 
originates in a home on one 
side of the river, while the 
actual sale is completed in a 
store on the other side of the 
river. 


Which brings to mind: Your 
advertising must cover the entire 
Quad-Cities to do an effective 
selling job . and only the 
Argus - Dispatch newspapers 
thoroughly cover the [Illinois 
side, where nearly 60% of 
Quad-Cities’ population Jive. 
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IN PITTSBURGH. 


Forty-Nine will probably go down in history as the first big 
Post war competitive year—the kind of a year when extra ef- 
fort and extra service will pay off. Cash in on the “extras” in 
Pittsburgh's Post-Gazette, the newspaper with the BIG Circula- 
tion that also routes your advertising as you route your sales- 
men to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two million 
more who live in and around the 144 cities and towns of 
1,000 to 75,000 population. 


PITTSBURGH BY FAR THE LARGEST CIRCULATION OF 
ANY PITTSBURGH DAILY NEWSPAPER 


POST-GAZETTE Yow 7 Days A Ween 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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PONDS 


ROBERT GAIR COMPANY INC. NiO 
PAPERBOARD + FOLDING CARTONS | SH 


SALES MANAGEMENT 


D'S CREAMS, TISSUES, ANGEL FAC 
ND OTHER PRODUCTS HAVE BEEN ¢ IN 
> MARKET IN GAIR BOXES FOR YEAR: : 


4 D’S is an outstanding name in the Cosmetic and Toilet Goods Ind stry. 


llions of dollars have been invested in advertising and merchandising to cre: 


on-wide consumer demand for POND’S famous products. 


Pp designed folding cartons and shipping containers for POND’S and br 
helped these famous POND’S products go to Market. 


POND’S 
SHIPPING 
CONTAINERS 
are produced in 

a strategically 
located Gair Plant. 


TORONTO 
iS | SHIPPING CONTAINERS 
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TOURING WITH TOWSER 


‘There’s a well known industrialist (we've given our 
Scout Oath not to divulge his name) who’s almost 
as well known for his penchant for traveling with the 
hounds as for his business acumen. He is usually accom- 
panied on his business trips by two or more of his four- 
footed friends. He’s been turned away by some of our 
better hotels. And rather than expire in an attack of 
apoplectic rage he took to advertising in hotel journals. 
“If you take dogs addition to people at your hotel 
kindly advise me,” his advertisements read. 


TOWSER .. 
him with you. And he'll stay at some of the best hotels. 


. or reasonable facsimile. Now you can take 


Several hundred dollars later the industrialist made a 
discovery which nearly plunged him into hydrophobia: 
All the while he was getting turned down at hotels and 
spending his money on advertisements, Gaines Dog Re- 
search Center was handing out to all comers—and goers 
—a small booklet called ‘““Touring with Towser.” Here 
under paper covers was a listing of practically every 
hotel and motor court in the country which accepts canine 
guests! ‘The industrialist pulled himself together, saw the 
humor of his situation, placed his list at their disposal. 


First edition was a mimeographed affair; the fifth, 
brought up to date and amplified, is now off the presses. 
And requests have come so thick and fast for it that 
Gaines has been forced to place a 10 cents’ handling 
charge on the booklet. ‘To date some 30,000 requests 
for the booklet have been filled and many is the dog 
owner who has risen up and called Gaines blessed for 
providing a place, practically any place on the map, where 
‘Towser and Master may lay their heads. 


All is not gravy for ‘Towser—or his Master—however. 
While there are scads of hotels and motor courts which 
will take in man’s best friend, there are all sorts and 
conditions. ‘To make it as easy as possible on the Master, 
Gaines marks any deviation from the normal (e.g. “Bring 


in ‘Vowser . . . we don’t care if he sleeps with you.”) 
by a number. Altogether there are 10 numbers, or con- 
ditions, ranging from “special rooms for dogs and own- 
ers” (No. One) to—our idea of the worst—No. Eight: 
“Dogs accepted only during annual dog show.” 


Most of the other conditions are fairly easy to take. 
However, Number Seven says that dogs must have their 
own kennels; Number 10 indicates that there’s a small 
extra charge for the dog. Some hotels will take only 
guide dogs with blind owners. Others limit dogs to a 
short stay. A great many require the owner to assume 
responsibility for any damage Towser does while he’s 
the hotel’s guest. (Our advice: Shut him in the bath- 
room with a two-inch—tough—steak if you're going out.) 


‘The booklet covers all 48 states and the District of 
Columbia. The hotels listed range all the way from 
the Earl of the Abbot in Bellingham, Wash., to the 
Hotel La Fonda da Taos in New Mexico. Warning: 
If you're going to Louisiana with Towser prepare to 
stay in a motor court. Louisiana forbids dogs in hotels. 


During one week last summer Gaines got more than 
2,000 requests for the booklet, despite the fact that they 
don’t advertise it. And Gaines adds that the booklet 
will never be complete. New hotels and motor courts are 
always opening. And grateful dog owners are constantly 
sending in their additions to the list. 


As for ‘Towser, he'll never appreciate what Gaines 
has done for him, the cur! 


PERFECT (CIRCLE) RAT RACE 


Perfect Circle Corporation has been threatened by its 
own employes but no libel suits have been filed yet . 


Recently the corporation held its 24th annual sales 
conference at the Richmond-Leland Hotel in Richmond, 
Ind. The meeting was successful saleswise and it ended 
with a bang. Wherein hangs our tale about the threats. 


All of the corporation’s sales personnel of the replace- 
ment and car manufacturers’ divisions, regional and dis- 
trict managers, Canadian and export divisions and ad- 
vertising executives of the company and its advertising 
agency were at the conference. The meeting went swim- 
mingly till the last day when newsboys burst into 
the room yelling “Extry,” at the top of their lungs. 
Everyone in the tremendous hall began clamoring tor 
papers, supposing Russia had The Bomb or that Bikim 
had been washed up on San Francisco in a highly radio- 
active state. . . It took a few minutes before the pande- 
monium subsided and people realized that the ‘‘extr) 
was a “Salesman’s Extra Edition” of The Hagerstown 
Exponent with a five-star headline, “Fast Tempo Marks 
Confab. . - Quality Product, Color Ads Pave the Ww ay 
for Big 49 Sales.” (And guess whose picture was on the 
front page? ... That’s right. . . . Gene Flack.) 
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DOMINATE 2 Leading Markets 


with | Leading Newspaper! 


HE Plain Dealer is the on/y Cleveland newspaper 
to cover Greater Cleveland plus 26 adjacent 
counties—Ohio’s two richest retail markets! 


Marketing Data 
for Advertisers... 
The Plain Dealer Market 
S , , 
ervey depersment hes com This exclusive, low-cost coverage assures local newspaper 


piled factual market data for ‘ - ne 
your use. This information support for your dealers in their own communities. 


valuable in appointing and You'll lay a solid foundation for a most effective 
locating dealerships, as well as ‘ : ; 
cena ape selling job throughout Northeastern Ohio when you 
assisting in establishing sales : pi 
build your newspaper advertising 


quotas, is available upon re- 
quest. Call or write today for schedule around the Cleveland Plain Dealer. 


an appointment to receive 
this individualized service. 


ALL BUSINESS IS LOCAL 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 
A. S. Grant, Atlanta 


Everyone sat down again and began their reading. 
Abortive chuckles began to come from several corners 
of the room. For pages two and three proceeded to kid 
the pants off nearly everybody at the conference. And 
that’s where the threats came in. Libel suits were staved 
off since everything said about everybody was too close 
to the truth to stand up in court! 


‘There was a column pic of Robert M. Thomas in 
hunting togs which looked like they'd been handed down 
from Dan’l Boone. The caption read, “Robert M. 
‘Thomas demonstrates how to relax by getting close to 
Nature on his vacation. (Photo courtesy Canadian 
Mounties ).” 


A large advertisement for a picture called “Scourge 
of the West,” displayed a picture of Victor (‘“The 
Body Gorgeous’) Matureburg. People carried the ad- 
vertisement around until they spotted the guy whose 
picture was circled. The poor salesman from then on 
was known as The Body Gorgeous. Under classifieds 
were some gems. One of them: “For FREE — Lodging 
for broke visitors to the Kentucky Derby. Will listen to 
all hard luck stories. Weapons for self-destruction fur- 
nished at no charge. Ben Schardein, Louisville, Ky.” 
(Ben says he’ll use the “weapon” on the first Perfect 
Circle salesman who comes around at Derby time looking 
for a room to mooch. ) 


Another classified: “ror sALE — “The Jolly Joke 
Book,’ A humorous selection of funny stories guaranteed 
to convulse your customers and pave the way tor easy 


LIBEL? ... nope... if they get a jab in their ribs from 
this newspaper it's all in fun. Probably the jab's true, too. 


sales. Jack Taylor, Hagerstown, Ind.” (‘‘Aw,” says 
Jack in rebuttal, “I only told those fellows a couple of 
little old stories.”’ ) 


Poor old Homer Prosser . . . he almost had to leave 
the country. Beneath a large picture of him was a 
caption, “Homer Prosser Addresses Greene County 
Township Hog Group.” The story intimated that Homer 
recently won the Middle Indiana Grand Hog Calling 
Contest by emitting a shrill falsetto shriek “made effec- 
tive by intricate, triple-tongue rhythmic variations like 
suuuuuuuuUUUUUUUey — ti-ti-timsuuuuuUUUUUUUUUeY.” 


No one has sued Perfect Circle—yet. 


Pig 


IN 1948 


when two newspapers carried 


371% million lines 


IN 1934 


when four papers carried 
27 million lines 


The HISTORY of advertising 
in the Newark, New Jersey, Field: 
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Howard S. Meighan 
Vice-President and General Executive 
Columbia Broadcasting System, Inc. 


Headlines and Headliners 


“My observation of Wall Street Journal stories about radio broad- 
casting, television and other subjects with which I have first-hand 
knowledge is that they are thorough and accurate as to research and 
reporting. This has given me confidence in the Journal’s reports in 
fields with which I have only casual knowledge. I find that regular 
reading of The Wall Street Journal has provided me with specific 
information on which decisions were based and, in general, broad- 
ened my comprehension of the business life of the nation.” 


Mr. Meighan of CBS is one of the 223,641 influen- 
tial business men who constitute the best-informed ’ 
business audience in America, the readers of this 

only national busirfgss daily (net paid ABC circula- 

tion now exceeds 135,000). If your sales message is 

directed to management and operating executives, 

you can be sure that they will see it in the advertis- 

ing pages of The Wall Street Journal. 


Published af 


The Only National THE WALL STREET JOURNAL | new yor. 4; new vo 
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They read 
House Beautiful 
because 

they want 

the most efficient 


appliances 


and they buy 
more appliances 


because they read 


House Beautiful 


The magazine that creates more Sales Action 
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Retail Acceptance |,..: : 
Gauge to Magazi ow 
Productivity agazine 
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But lect | ‘ agazin 
ut manufacturers aiso appreciate th This v 


Many manufacturers verify their 
selection of national media by polk 
their dealers’ opinions on the Subjg 
This is done with the idea in mind 
course, of using those magazines for 
tional advertising that will inspire { 
greatest dealer enthusiasm and suppo 


fact that dealers are in a position to ju tie-in 
accurately the selling impact of mag her mi 
zines. Retailers know what their custo More 
ers are reading, which magazines Hh vertis 
most influential in shaping their tatheTTE 


and desires. c” th 
What Magazines me it 
Do Retailers Read? autift 


It is logical to assume, then, that th owth, 


magazine most read by retailers is th 
one that these retailers have learne 
through their close association with theggile 
public, carries the greatest influence wiliggion 


le mer 
me fu 


their customers. 
There 


Today, more than 50,000 persons iftailers 
the retail trades are subscribers to Hougles pi 
Beautiful Magazine. On the basis of pulfine. TI 
lished statements, House Beautiful haemsel 
more subscribers among retailers tha§wn na 
any other magazine published. The a: Duri 
swer to this is obvious. These retailed... , 
know that in order to be well informeoy co 
on all subjects having to do with hon jjno, 
improvement, they must read the magi any 
zine that is accepted by consumers as by 
ing most authoritative on these rr RETA 


Retailers’ Own Advertising 
Reflects Magazine Acceptance 
Another accurate means of appraising 
retailers’ enthusiasm for a national maga 
zine is by the amount of their own ad 
vertising they devote to tying in with 
merchandise featured in that magazine, 


1 tt9, 


DON’T LET YOUR WIFE READ] 
HOUSE BEAUTIFUL waless you want M 
her to buy appliances bas 
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@ Fyear after year, House Beautiful 
eives more of this voluntary com- 
Ine dation by dealers than any other 
agazine in the home field. During 
448, according to the Advertising 
reir 0 ecking Bureau, retailers across the 
| Polyfuntry devoted 2,371,013 lines of ad- 
subj ntising to selling ideas suggested by 
nind} pages of House Beautiful, crediting 
S10ri@., source in each of the 4,366 adver- 
pire sements that made up this total to that 
SUPP "®agazine. 

late thf This was more than double the amount 


to ju tie-in activity given by retailers to any 
masher magazine in the home field. 

Custom \fore than a million lines of this tie-in 
Nes Wvertising is directly attributable to the 
T laseeTTER your home... better your LIV- 
iG” theme, a nationwide crusade for 
me improvement inspired by House 
autiful. Now in its fourth year of 
hat th owth, this crusade is the greatest sin- 
s is th 
earne 
‘ith thetailers as 

ceWitlational Advertisers 


e merchandising theme ever to hit the 
me furnishings industry. 


There is still another means by which 
sons iptailers express their confidence in the 
| Hougies producing potentiality of a maga- 
of pulfine. That is by the degree to which they 
ful haemselves use that magazine for their 
‘s thafvn national advertising. 

he ai 


During 1948, retail stores spent more 
etailey 


an a million dollars in the pages of 
formetouse Beautiful, according to PIB. This 
1 hong simost twice as much as retailers spent 
maga, any other monthly magazine. 
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7 RETAILER NEWSPAPER TIE-IN ADVERTISING 


ALL HOME MAGAZINES 1948 
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ye HOUSE BEAUTIFUL Totot 2,371,013 tines 
raisin Direct Tie-in 1,354,999 BYH BY!” 10I6.0lM 
maga *See text obove 


vn adi HOUSE & GARDEN 


+ h 1119.66) fines 
n with 
Sazine, 
BETTER HOMES & GARDENS 
— 585,222 lines 
AMERICAN HOME 
91,504 Lines 
SOURCE: Leading National Advertisers 
— 
———E 


| WANTED 


Sales managers, advertising man- 
(gers, account executives, media 
buyers and all others interested in 
peering into the thoughts and re- 
ail actions of 3,500 home furnishings 
shoppers in department stores. 
EAD] Write, wire House Beautiful 
want Magazine, Box 901, 572 Madison 
Avenue, New York 22. 
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He reads 
House Beautiful 


because 


he sells home 


a ppl tances 


and he sells more 
home appliances because 


he reads 


House Beautiful 


The magazine that sells both sides of the counter 


1. its quarter-century history, the radio 
industry has furnished many examples of 
distinguished public service in times of 
crisis. Almost every community has had its 
flood, hurricane or disaster, during which 
its radio stations have pitched in wonder- 
fully and successfully. 


WHO is proud to have shared in many 
such epics of public service — is still 
prouder, however, of a continuing service 
we have now been rendering for over three 
consecutive years: 


In December, 1945, WHO spotted an 
international emergency of hunger and 
poverty in Europe — began telling its 
listeners about it three nights a week, from 
10:30 to 10:45, on our local public- 
service feature, “‘The Billboard.”” WHO 
listeners in 39 states responded immedi- 
ately, sending parcels to European families 
whose names were supplied by WHO. For 


CLEAR-CHANNEL PUBLIC SERVICE IS 
A WORLD INFLUENCE FOR 


PEACE AND HUMANITY 


Coe 
—— 


three years the response has continued. To 
date, more than 260,000 packages from 
41 states have gone to 8 European coun- 
tries, and now (480 programs later!) the 
response is still strong and steady! 


This remarkable record is proof of 
WHO?’s listener-acceptance and confidence, 
based on many years of sincere good serv- 
ice. It stands to reason that such confidence 
is also conferred, in large measure, to the 
products advertised over WHO, and to the 
people who make them. 


W Inl © 


+ for lowa PLUS # 


Des Moines .. - 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


SALES MANAGEMENT 


MAY 


1949 


NORGE DIVISION, BORG-WARNER CORP.: 


Recent changes in the Norge sales organization include appointments of J. R. 
Cameron (left) merchandise manager, R. C. Connell (center) field manager, 
and Dean Spencer (right) to the new post of refrigeration sales manager. 


NEWS REEL 


A. WAXMAN 

Newly appointed sales manager of the Magnetic 
Recorder Division of Air King Products, Inc., manu- 
facturers of wire recorders, television and radio sets. 


ROBERT M. DOWLING 


General manager of the "Sanforized" Division of 
Cluett, Peabody & Co., Inc., is elected by the di- 


rectors vice-president in charge of the division. 


CHARLES W. MEYERS 

Named manager of the newly formed Spring Prod- 
ucts Sales Division of the American Steel & Wire 
Co., a subsidiary of the United States Steel Corp. 


W. E. JUDD 


Newly appointed general sales manager of the 
South Wind Heating Equipment Division of Stew- 
art-Warner Corp. Served in this division since ‘42. 


in Cincinnati; 


From Anklets to Zircons 


... department stores rely chiefly on the Cin- L 
cinnati Times-Star to deliver their sales stories. 
' In 1948 alone, for example, they placed over 
three. quarters of a million more lines of ad- 
vertising in the Times-Star than in any other 
Cincinnati paper, daily or Sunday. 


_ ee 
a 


Na” 


Let the merchants who are closest to the market 
guide your choice of newspapers when you have 
goods or services to sell in Cincinnati. 7 


a 


Be 
the ‘limes-Star 
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**Lissen, Mac. Losin’ ya buttonsa somethink? 

~~ ...Whyncha go onna radio quiz progam fah 

forners fom outta town—they go fah ’at kinda 

. But make out anatiff Noo Yawker 

a pratically born here dunno Macy’s isa biggest 
depahtment store inna worl’?... Blow! 


pastramt!.. 


\ Cutty, the cabby, thought we were kidding... 
Shiny | i! i! Actually, we’re serious as streptococci, or more so. 
; : Because the world’s largest department store is 
“a department store for department stores—The 
News, a newspaper. 

Thirty of New York’s big stores paid $6 million 
to sell in it last year... The two largest accounts 
combined, less $200,000, would total $2 million. 
Three others spent upwards of $600,000 apiece. 
Four made individual investments of $300,000 or 
more ... In all, twelve stores had space bills 


topping $100,000... Are we boring you? 


Bear in mind, please, that these sizeablechunks 
of change were not put out by media departments 
—but merchants! They do not represent acts of 


ce: 


at but aan findings of skeptics. They were not 


World’s largest Dep't store 
990 East 42nd St.... 


based on per capita coverage, quata potential, or 
higher Hooperatings. 

Actually, they aren’t appropriations at all, but 
accumulations—from stocks turned over, goods 
sold every day, all year. They brought in customers 
and sent out goods as no equivalent expenditure 
ever did before, anywhere. 

These big stores, remember, have to be pretty 
good buyers . . . or go by-by! The News is the most 
productive medium they can buy—and don’t think 
they don’t keep trying to find a better one! So why 
do they spend more in The News? Two guesses! 


Mayse the national advertiser can find better 
theories for media buying ... but New York stores 
stick to $ facts! While money doesn’t talk so loud 
any more, the expenditures of these retailers are 
not whispers ... If you’re not hard of hearing, the 
best medium in New York isn’t hard to hear from 

.. A low-voice phone call to the nearest News 


office may be a short cut to conviction! 


THE |2i NEWS, New York’s Picture Newspaper 
220 East 42nd St., NewYork City... TribuneTower, 


Chicago...155 Montgomery St., San Francisco 


DID YOU SAY 
LOOSE-LEAF? 


if Your Binder Problems Involve: 


CATALOGS — THE HEINN Com- 
PANY can equip yours to do a real 
selling job by making it distinctive, 
easy to pick, easy to use, with either 
ring or post mechanisms, designed to 
your sheet or bulletin specifications. 
SALES MANUALS — THE HEINN 
ComPANY can help keep yours alive 
with a loose-leaf binder which pre- 
serves sheets in their original fresh- 
ness, keeps them from tearing out 
or becoming dog-eared, yet makes it 
easy for obsolete material to be re- 


placed. 


PRICE BOOKS—THE HEINN Com- 
PANY can provide the binder in any 
size ranging from 3” by 5” on up, 
which will enable your salesmen to 
spot correct price information in a 
minimum of time, eliminating con- 
fusion from a most important part 
of their sales presentations, 

PROPOSAL COVERS—THE HEINN 
COMPANY can dress yours in gold 
on the finest leather, gold, silver, or 
vivid colors on smart imitation to 
give your proposal the tone of high- 
est quality, the personality, stability, 
and force inherent in your trade- 
mark, the aura of better business. 


SALESMEN’S EQUIPMENT — THE 
HEINN COMPANY makes SALEs- 
MEN’S BINDERS with capacities rang- 
ing from 144” to 10”, bound in the 
finest calfskin or top grain cowhide, 
sturdily constructed for rugged field 
use, and as easy to operate as a pock- 
et note-book; SALES-PAcs and Zip- 
PER CASES your salesmen will be 
proud to carry, built with zippers 
that won't tear loose, handles that 
won't pull off, capacity that won't 
crowd material, and top grain leather 
that won't show hard use; PHOTO 
Pac Kits and E-Z Foitp EASEL 
BINDERS with ACETATE ENVELOPES 
for visual presentations; and CEL- 
LULOID INDEXES in striking colors 
or plain for any loose-leaf binder in 
which material must be classified. 


Originators of the Loose-Leaf System of Cataloging 


For Further Information on Heinn products 
write on your company letterhead to THE HEINN 
COMPANY, 326 W. Florida St., Milwaukee 4, 
Wis., and ask for the new HEINN MANUAL 
or Loosge-Lear BINDERS, a valuable and in- 
teresting pictorial guide you will want to keep 
for reference. 


BY T. HARRY THOMPSON 


The date of this issue reminds me: 
It’s always fun to decommission the 
snow-shovel in favor of the lawn- 
mower. 

a. 


‘There is apparently no truth in the 
rumor that Messrs. ‘Taft and Hartley 
will head today’s Labor Parade. 


An advertiser might top Rudyard 
Kipling’s phrase with: “Yeast is 
veast, but Fleischmann’s is super.” 


In a meeting the other day, a sales- 
man was talking about how bakers 
use “invert” sugar. It sounded like a 
natural for Upside-Down Cake. 


Although it was sung to death, 
Tessie O’Paque says she still likes 
that ditty about silks and satins and 
benton and bowles. 


Constant Reader says the Median 
Co., New York, is using a cable-ad- 
dress that seems more appropriate for 
Fred Allen: ‘‘Comedian.” 

+ 
Nir—“What happened to the gal 


in that old vaudeville-act, Sawing 
a Woman in Half?” 


Wir—"Her partner had to let 
her go when she developed a split 
personality.” 

o 


An article in The Reader's Digest 
went all-out for the new ammoniated 
tooth-powders, saying they are more 
eficaceous than fluorine in the drink- 
ing water when it comes to retarding 
dental caries. Amurol was _post- 
scripted as the first dentifrice to con- 
tain the ammonium ions, but it re- 
mained for Amm-i-dent to cash-in 
with the first full-page newspaper ads. 

* 

I see another advertiser (Torring- 
ton Needle-Bearings) using a line I 
gave to Atlantic Motor Oils in pre- 
historic 1914: “Keep Upkeep Down.” 


Some wili say that “Adventures 
of Don Juan,” starring Errol Flynn, 
was autobiographical. 

+ 

No zoologist she, Tessie thinks a 

cheetah is a professional gambler. 
a 


HEADLINE PARADE 


The lamps burn late in Kuala 
Lumpur.—U. 8. Army and U. 8. 
Air Force Recruiting Service. 


Fish-cakes by the ton.—Exide 


Batteries. 

Stop murder at the crossroads.— 
—Cater pillar Diesel. 

How to measure a_pussyfoot !— 
—A1iResearch. 

Keystone Insulators make current 
preblem a thing of the past. 

+ 


“Only a mediocre writer is al- 
ways at his_ best.”—W. 
Maugham. 


Somerset 


Somebody’s face must have been 
red when both Time and Newsweek 
selected the same issue-date to show 
J. P. Marquand on their cover. 


Russ Askue (no relation to I. 
Askue) is quoted as saying that ‘a 
minor operation is one that was per- 
tormed on the other fellow.” 


‘Too often, travel, instead of 
broadening the mind, merely length- 
ens the conversation.” —Flizabeth 
Drew. 

e 

Maybe columnists are not all S. ©. 
3.’s after all. Frank Brookhouser, of 
the Philadelphia Inquirer, tipped-oft 
his followers to the name of the 
Mystery Melody, and a_ colored 
woman in our town hit the jackpot 
for more than 35 grand. 


Speaking of columnists, I see that 
Cedric Adams, of the Minneapolis 
Star, liked an item here (‘““Things I 
would give back to the Indians’’) 
enough to lift it, but without giving 
the source. He did alter the listing 
slightly, however. 

° 

“If there were no God, it would be 

necessary to invent Him.’’—Voltaire. 


The Spanish evidently don’t like 
carrots any better than I do, or they 
wouldn’t have given them the un- 


pleasant name, zanahorias. 


Jack Lutz says that one of the 
songs the disk-twirlers are wearing 
out is: “I’d Rather Be a Dreamer 
with a Penny.” Jack’s quick reaction 
is that the chap should have more 
cents. 
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TT 
Worx a long day in the 
open air, then you realize 
the farm 


why family out- 


eats the city family by a 
country mile. 


The Country Gentleman 


readers pictured here work, 


hard...eat heartily ... eat 
more meals at home... set 
bountiful tables for hired 


hands and guests. There 
are more diners with more 
appetite at Country Gen- 
tleman tables! 

And you get quality as 
well as quantity through 
Country Gentleman. Its 
2.300.000 circulation— 
with nearly 7,000,000 fam- 
ily readers—is concentrat- 
ed among the “Lop half” 
group which gets 90°, of 
all U.S. farm income. These 
better farmers produce to 


sell, 


groceries 


buy their packaged 
in the bigger sizes 
they need. 

Because no other kind of 
magazine reaches them ef- 
fectively, Country Gentle- 
12th 


magazines—and 


man is among all 
first 
among all farm magazines 
—in advertising revenue. 


98% of farm wives use all-purpose flour 
vs. 96.6% of urban housewives. 
Good baking is so important to 
farm families that daughters get 
an early start, as seen here in the 
kitehen of the Wilsons, Country 
Gentleman family of C ‘alifornia. 


81.9% of rural families use ready-to-eat 
cereals compared with 79.3% of 
urban feiealiine. It takes a big list 
of packaged groceries to supply 
this table of the Elders, Country 
Gentleman family of Illinois. 


Local retailers know what farm 
magazine best sells cus- 
tomers like the Canes, C. G. 
readers of New Jersey. Gro- 
cers prefer Country Gentle- 
man by an 85% margin. 


90.8% of rural housewives use 
table syrup vs. 85.9% of city 
women. a orders of Mrs. 
Belden, ¢ farm wife of 
Mass., are -- Sten to door. 


In over half of all U.S. counties, Country Gentle- 
man circulation exceeds that of the biggest 
general weekly and biggest monthly magazine. 


nm 


turn to Country Gentleman for Better Farming, Better Living 


MAY 1, 


1949 2| 


é 22 


Speaking of 


SY EXCLUSIVE 
ULATION 


1 uston. ee 


Recent survey by ALFRED 
POLITZ RESEARCH, INC., 
reveals following important 


readership advantages offered 
CHRONICLE advertisers: 


more exclusive, home-delivered 
circulation... . (or 51,628 more 
families) than the PRESS daily. 


more exclusive, home-delivered 
circulation .. . (or 39,456 more 
families) than the POST daily. 


more exclusive, home-delivered 
circulation .. . (or 25,091 more 
families) than the POST Sunday. 


The wide margin of leadership enjoyed 
by The Chronicle in circulation and ad- 
vertising indicates its tremendous selling 
power in the South’s Number One market. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY 
Advertising Director National Advertising Manager National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 


In Jack’s office, incidentally, is 
Reader Betty Taylor, smart medical 
copywriter. Meeting for the first time 
at a party, Betty and I made some 
kind of history with an odd conver- 
sational exchange. I talked to her in 
Berlitz Spanish, and she replied in 
Sorbonne French. Nor did we need 


an interpreter. 
- 


Awhile back on NBC-TV’s “Meet 
the Press,” the newspaper inquisitors 
gave Florida’s Senator Pepper a pep- 
pery time for his alleged statement 
that ‘‘Labor’s sons went to war, while 
Management’s sons stayed home and 
got rich.” His excuse was that it 
sounded different when removed from 
its context. If he was Pepper, the 


| newspapermien were Tabasco Sauce. 


It is fortunate for the national 
security that there are a few realists 
in America who know that Russia is 
playing for keeps. Spearheading the 
group is Walter Winchell. It won't 
be Walter’s fault if we get caught 
with our plans down. 


When Bill Odom made his record- 


setting flight in a tiny Beechcraft 
from Hawaii to New Jersey, a Chi- 


| cago newspaper referred to him and 


his fiancee, Evelyn, as “Odom and 
Eve.” The lowest form of wit, my 
sister’s cat’s duodenum! 


Earl Wilson tells about the late 
dead-pan comedian Charles Butter- 
worth entering a concession at the 
New York World’s Fair where four 
nude girls were playing badminton. 
Catching the eye of a male standing 
near by, Charlie asked, with mock 
innocence: ‘‘What’s the score?” 


It was the same sophisticate who 
topped the President’s “S. O. B.” 
years ago in a Broadway musical, by 
referring to “habitues and sons of 
habitues.” 

» 


A piece in Time told how Novelist 
J. P. Marquand “becomes choleric” 
when he remembers his copywriting 
days at J. Walter Thompson. Quote: 
“Tt seemed to me the most dreadful 
thing to end your days putting your 
energy into a campaign for Lifebuoy 
Soap ... and all those Phi Beta Kap- 
pas sitting around trying to get 
ideas.” Check, J. P., but few of us 
have what it takes to be successful 
novelists, so we end our days selling 
soap and stuff. 


SALES MANAGEMENT 


If it’s IBM... 


As natural as the application of electric 
power to communications or mass pro- 
duction is the application of electricity to 
typing. 

IBM, pioneer in this development, has 
engineered the IBM Electric Typewriter 
to bring economy to the modern office 
through the advantages of speed, uniform 
quality, and ease of operation. 

A light touch operates all keys on the 


IBM Electric Typewriter—including car- 
riage return, tabulator, backspacer, and 
shift. Uniformity of appearance—regard- 
less of the typist’s touch—is assured by the 
built-in impression control. The easily- 
adjusted multiple copy control provides 
for one or many legible carbons. 

The IBM representative nearest you will 
demonstrate the many new features of the 
IBM Electric Typewriter. 


ELECTRIC TYPEWRITERS 


ELECTRIC ACCOUNTING MACHINES. . . SERVICE BUREAU FACILITIES 
PROOF MACHINES... TIME RECORDERS AND ELECTRIC TIME SYSTEMS 


International Business Machines Corporation, World Headquarters Building, 590 Madison Avenue, New York 22, N. Y. 
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Albuquerque 
Beaumont 
Boise 


Buffalo 


Corpus Christi 
Davenport 

Des Moines 
Denver 

Duluth 

Fargo 


Ft. Wayne 


Boston-Springfield 


Charleston, S. C. 
Columbia, S. C. 


Ft. Worth-Dallas 


Honolulu-Hilo 
Houston 
Indianapolis 
Kansas City 
Louisville 
Milwaukee 


Minneapolis-St. 


New York 
Norfolk 
Omaha 
Peoria-Tuscola 
Philadelphia 
Pittsburgh 
Portland, Ore. 
Raleigh 
Roanoke 

St. Louis 
Seattle 
Syracuse 


Baltimore 

Ft. Worth-Dallas 
Louisville 
Minneapolis-St. Paul 


Paul 


KOB 
KFDM 
KDSH 
WBZ-W BZA 
WGR 

. WCSC 
Wis 
KRIS 
Woc 
WHO 
KVOD 
WDSM 
WDAY 
WOWO 
WBAP 
KGMB-KHBC 
KX YZ 
WISH 
KMBC-KFRM 
WAVE 
WMAW 
WTCN 
WMCA 
WGH 
KFAB 
WMBD-W DZ 
KYW 


Television 


AM New York 
AP-TV St. Louis 


AVE.-TV San Francisco 


ABC 


ABC-NBC 


CBS 
ABC 
ABC 
CBS 
NBC 
ABC 
ABC 
IND 
ABC 
CBS 
CBS 
NBC 
NBC 
ABC 
NBC 
CBS 
NBC 
CBS 
CBS 


WPIX 
KSD-TV 
KRON-TYV 
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VERSATILE 


DIO 


Everysopy thinks “my business is 


different,” and maybe everybody is cor- 


rect—except on one point. It seems to us 
that the only uniform thing among all 
businesses is the lack of uniformity in 
their ease of selling goods, from market 


to market and from month to month. 


That’s why every company needs ver- 
satile sales-management and versatile ad- 
vertising—the kind of versatility that only 
National Spot Radio can give! It permits 


pedalling another, or to reverse the pro- 
You can 
change its theme, its time, its volume, 


cess on a moment’s notice. 
even its accent, to fit regional circum- 
stances. Its flexibility is unequalled by 
that of any other form of advertising. 


Versatile spot radio has been a Free 
& Peters specialty for seventeen years. 
We helped pioneer it, and we know it, 
inside and out. Let us give you some 
suggestions, for any of the markets listed 


at the left. 


REE & Peters. INC. 


Pioneer Radio and Television Station Representatives 
Since 1932 


you to saturate one area while soft- 
NEW YORK 
ATLANTA DETROIT FT. WORTH 


CHICAGO 


HOLLYWOOD SAN FRANCISCO 
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ORISTIER 
SUPISETEESS. RPEMISIER 
SRIESSEITIEISNSTSIIRILS SAAD 
AA SELELILILI SRE DIIEL SIGE, 
SSESLSLIISSSISIE SRR: 
SESSILIS IITISSISLIS GS ISGG 
SGI RIIAAIMLISLIGERISE SIGS 
PRLISITP LIVE ETETIFE IG: . 
LIL IMPRIMRERRIIST RIES, 
EP LLIL LISLE ITE, 


RIDE ILI: 
CEE LEE 


In baseball, each batter’s purpose is to get home. In advertising, each sales 
message has the same aim Getting your sales story into Detroit homes; where there’s 
a family of readers, is a job you can dependably entrust to 
THE DETROIT NEWS—Detroit’s HOME newspaper for 75 years. The 
Detroit News not only gives you the largest weekday circulation of any 
Michigan newspaper, but a trading area circulation of which 78% is 
HOME-DELIVERED by exclusive NEWS CARRIERS'! And that 


is the greatest A.B.C.-recognized home-delivered circulation 


of any newspaper in America! 


432,112—total weekday circula- $43,643—total Sunday circulation. 
tion—again the highest weekday ABC. Fi for 6- ~ : 
circulation ever attained by any = Sestenbes uw 
Michigan newspaper 


NATIONAL REPRESENTATIYV 


Owners and Operators of Radio Stations WWJ, W™WJ-FM, WWJ-TV 
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“So you're 
up against a 
buyer’s 
market! 


c 


Here’s how (s " 
WE met THAT , ~ 


= 
e\l= 
m= fies 
it | i 
Hus 


“WE PIN-POINT PROFITABLE ACCOUNTS — 
At our regular sales meetings we select 
our most profitable groups of accounts, 
and plan our “push” accordingly. Our 
Sales Record shows us just where to 
concentrate effort . . . shows it fast and 
automatically because visible signals 
highlight all key facts. Results... 


“WE GET THE MOST FROM EACH ACCOUNT — 
Competition never gets a chance to move 
in. Our Kardex Record reveals what 
scheduled calls have not been made, 
where sales are below potential. It even 
indicates the probable current needs of 
each account. Don’t think customers 
aren’t impressed with the service! 


Z 


" SALES Far TIF 


“WE MAKE MORE CALLS — That Kardex 


Record of ours does just about everything 
but make a salesman’s calls for him... 
and all with a minimum of clerical help. 
It automatically prepares his selling an- 
gles, helps him plan each day, gives him 
more free time for seeking new accounts, 
re-selling marginal ones. 


“WE MAKE BIGGER PROFITS—The company 


does—and so do the salesmen! I suppose 
the secret of it all is selective selling, 
fewer wasted calls. Not to forget our 
Kardex Visible System—it never lets us 
forget WHO, WHEN, WHAT, to sell.” 


MAY 1, 1949 


(| Here’s the answer 
to your Buyer’s Market... FREES 


go Build a pRor7yrpypae 
algs Program... 


Send today for your copy of “How to 
Build a Profitable Sales Program”. It’s 
packed with facts, methods, ideas for 
dealing with a Buyer’s Market. Call the 
nearest Remington Rand office. Or write 
on your business letterhead to Systems 
Division. Room 1107, 315 Fourth Ave., 
New York 10, N. Y. 


Reningln 


—<— THE FIRST NAME IN BUSINESS SYSTEMS 
Copyright 1949 by Remington Rand Inc. ( 
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Want to MULTIPLY 
Your FARM SALES? 


for only $310 


—you get a full page in Better Farm- 
ing Methods reaching 


all the 20,000 


Farm Leaders 


County Agents .. 
Vo-Ag Teachers . ; 
Extension Leaders .. 
Soil Conservationists . . 
who influence the buying of 


6,000,000 
Farm Families 


For 20 years Better Farming Methods 
has been the Business Magazine for 
leaders who train and advise farmers. 


START 


Your Farm 
Magazine List 


WITH 


Getter 
FARMING 
METHODS 


CCA Circulction 
20,000 


WATT PUBLISHING CO., MOUNT MORRIS, ILL 
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CONGRESS 


> In OPA days, bills appeared reg- 
ularly to exempt some obscure prod- 
uct from price control. Congressmen 
invariably offered amendments also 
exempting products important to their 
own districts. The fully amended bill 
usually would have wiped out OPA, 
no matter how modest its beginnings. 

The same thing may happen to bills 
cutting various excises. ‘The ones to 
cut Western Union imposts and 
transport rates, which interest the 
Senate Interstate Commerce Com- 
mittee, may be amended to death. 
Even the effort to get rid of the oleo 
tax may be killed by sympathetic 
amendments. 

Congress cannot, of course, simply 
wipe out the excises; the total take 
is too great. Yet, a mild attempt to 
reduce rates on furs or jewelry may 
snowball far beyond the sponsor’s 
aims. 

So far, the Ways and Means Com- 
mittee has not considered any excise 
cutting bills. Since scores of them 
have been offered, it probably will 
consider them, as it winds up its cur- 
rent hearings on Social Security. 


m> As it did last year, the House 
Ways and Means Committee has just 
reported a bill, which, in the opinion 
of Thurman Arnold, will let states 
and cities tax incoming shipments 
from other states. The bill is aimed 
at mail-order houses that sell ciga- 
rettes to people who want to avoid 
the local impost. The mail-order 
house must send a copy of the in- 
voice to the revenue collector of his 
customer’s state. 

Pressure for the bill has come both 
from local revenue collectors and 
from merchants who have been losing 
business to mail-order houses. If the 
bill becomes law, agitation to apply it 
to additional products may be ex- 
pected. 


> With technical changes, the pro- 
posed moratorium on FTC basing 
point suits is still in the Senate Judi- 
ciary Committee. The amended bill 
lets companies absorb freight “for the 
purpose of engaging in competition 
in good faith in any and all mar- 
kets”; the old bill just let them 
“meet competition.” The apparent 


difference is that you will be able to 
undersell. 


> Once more Congress has a flock 
of truthful-label bills covering speci- 
fied products—furs, synthetic fibers, 
cotton fabrics, etc. 


> Sen. McFarland heads a Senate 
Interstate Commerce subcommittee 
that will, once more, investigate FCC 
—whether it’s loose in granting and 
renewing licenses. 


FEDERAL TRADE COMMISSION 


> The Commission has, for a 
change, brought a Robinson-Patman 
Act charge against a buyer, instead of 
a seller. National Tea Co., which 
operates a grocery chain, gave coupons 
to its customers, which could be 
cashed for discounts to buy additional 
specified groceries. FTC says it was 
able to do it by “unlawfully” induc- 
ing its suppliers to give them cheaper 
prices. 

The press release says that the 
effect of this is “to substantially lessen 
competition”; in FTC language “to 
lessen competition” usually means to 
break away from the accepted price 
level. 


> The case against the candy 
makers who are selling cheap to slot- 
machine distributors may turn into 
an attempt at a sales code. Several 
of the companies suggested it in re- 
plying to the complaint. 


AGRICULTURE 


> The Department has a good rec- 
ord for finding new uses for farm 
products, new ways to package them, 
etc. But putting its discoveries on 
the market is harder. 

One project was to promote the 
sale of pre-packaged, cut-up turkey. 
Paid newspaper advertisements and 
radio time, research canvassers found, 
had built up housewives interest. 
They wanted to be able to buy turkey 
in smaller units than the familiar 
Thanksgiving 15-pounders. 

But retailers wouldn’t touch the 
product until consistent demand had 
been proved. They said that they 
preferred going along with the estab- 
lished trade and doing what their 
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BAROMETER 


From spot news in the Journals 


FOR BUSINESS 


of Commerce, executives plot business 


weather trends and raise or lower their sights to meet current conditions 


The facts of today’s events create tomorrow’s 
business and industrial trends. Men who 
govern day-to-day policies require undelayed 
day-to-day facts in order to shape plans for 
production, selling and buying. 

That is why, each morning, 200,000 busi- 
ness and industrial executives scan their 
Journals of Commerce, interpret the facts and 
make decisions to meet indicated conditions. 

For these men of top management, the 
Journals of Commerce spotlight all the signifi- 
cant news for business and industry. These 
complete daily business newspapers are edited 
solely for business, industrial and financial 
interests. Spot dispatches from a world-wide 
staff and exclusive, business-angled news fea- 
tures, funneled down to the specific interests 
of management executives. And to these 
executives the Journals of Commerce bring 
the day’s most vital news. 

No other source of business news is as 
complete and authentic as the Journals of 
Commerce, the daily newspapers that are 
widely regarded as the barometer for business. 


TOP MANAGEMENT’S 


The Journal of Commerce, 53 Park Row, New York 15, N. Y. 
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Journals of Commerce 
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Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top- 
income market? Have you securities to sell in a market that has 
capital to invest? Do you have an institutional message for 
top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 
who DECIDE ... in the dailies that HELP them decide. 


GOOD RIGHT HAND 


ce Chicago Journal of Commerce, 12 E. Grand Avenue, Chicago 90, Ili. 
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IDICULOUS! They're 


beggars in far-away China! 

Yet you might just as well attempt 
to sell them as iry to sell the wealthy 
Long Beach market without using 
the market’s basic medium... 

the Long Beach Press-Telegram. 
No other medium, or group 

of media, remotely approach its 


coverage of Long Beach. 


“It's the PREFERRED paper 


in over two out of every three 
waste Long Beach homes!” 
— Press -Telegram 


Represented Nationally by 
Cresmer &3 Woodward, Inc. 
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competitors did. 

So, Department experts are asking 
what farmers should do if established 
market agencies refuse to accept a 
new promotion, a great many of 
which are being prepared. 


> The widely publicized farm- 
support program has these points: 


1. Supports won’t raise prices to 
buyers. Consequently, the program 
promotes sales of clothing, furnish- 
ings, etc., by holding down the food 
budget. 

2. Farmers get a rebate covering 
the difference between a fixed support 
price and the average price of sale. 
Because the rebate applies to the 
average, not to their own prices, 
there is no inducement to dump. 

3. Price support is extended to 
perishables, not just to products that 
can be stored. That’s the main point, 
insofar as the farmers are concerned. 


COMMERCE 


> Civil Aeronautics Administration 
has looked over a new promotion 
planned by General Mills in the sale 
of Wheaties—a radio and mail order 
course in aviation. CAA likes the 
set-up but can’t let the company an- 
nounce Government endorsement. 

In general, the radio program will 
consist of lessons in aviation. Then, 
by sending in box-tops the listener 
can get the same lesson for review. 
Questions and, later, answers will be 
supplied. 

General Mills is clearing the text 
with aviation experts both employed 
by major companies and by industry. 


> CAA is starting a survey of in- 
come to airports from sales of food, 
candy, papers, etc. It wants to find 
out how big ports should be. Re- 
sults, however, should also be use- 
ful to companies comparing various 
outlets. 


> Census Bureau has printed in a 
single four-page folder a 1939-47 
comparison of output of consumer 
durable products. To get it write the 
Bureau asking for “Series: MC52A- 
2.” Figures come from the Manufac- 
turers Census. 

Another Manufacturers Census re- 
port shows that magazine publishing 
is one of the few industries in which 
the number of establishments has not 
increased since 1939: it went down 
from 2,337 to 2,166. However, total 
receipts increased from $420 million 
to $1,085 million. 
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SF sells one million 
$10,000 a year families! 


Do you 2... For forty years, SUCCESSFUL 
FarMING has worked to make farming a better 
business ...and to improve farm living standards, 
help the farm homemaker do a better job and 
get more out of life. 

The farm families SuccessFUL FARMING serves 
have experienced one of the most amazing 
economic advances in history...had nine years 
of unprecedented prosperity. In the 15 Heart 
states, SUCCESSFUL FARMING’s million subscribers 
average around $10,000 in income—$4,000 above 
the US farm average! 

These Heart states farmers have always been 
the country’s leading farmers... in investment 
in land and equipment, in enterprise, in top yield 
of cash crops, and in individual income. Today 
they are spending billions to improve their 
businesses—and their homes! And SuccessFuL 


Farminc has moved up with them...is meeting 
their current needs in new homes, remodeling, 
decoration and furnishing... and conducting its 
Home Planning Service in 49 Midwest stores, 


First market for the best merchandise in 
the US today are the SF families. ..offer millions 
of prosperous new prospects to the merchants and 
manufacturers who go after their business! Your 
national advertising is missing a most important 
segment of the national market—if you aren’t 
selling this major farm market... which is 
barely scratched by general media, covered 
adequately only with SuccessFUL FARMING! 

Find out for yourself. Ask any SF office for the 
facts on today’s greatest sales opportunity! ... 
Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 


a SUCCESSFUL 
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UP 72.4% 


IN ONE YEAR = ome 


Jan., Feb., 
Mor., ‘49 


Locally Edited Gravure fe 
Magazine every Sunday 
16 pages of Comics 


all in full color 
every Sunday 


Farm and Garden — 
largest farm paper 
in the mountain 


Enlarged Sports Section 
every day — best sports 
coverage in the moun- 
tain states 


Family Section — 
features for every 
member of the 


With features like these — and 
many others, daily and Sunday 
— THE DESERET NEWS during 
the past year has made gains 
in both circulation and linage 
that are the talk of the industry. 


e If. you don’t have a copy of 
our comprehensive just- 
published CONSUMER 
ANALYSIS, send for one. 


SALT LAKE CITY, UTAH 
National Representative: Cresmer & Woodward, Inc 
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Advertising agency: 
Day, Duke & Tarleton, Inc. 


THIS “HARD WATER SUDS CHAMP” 
IS IN MICHIGAN 70 STAY... 


Lever Brothers Company smashed into 
the lucrative Michigan market with their 
“hard water suds champ” Surf... and 
hard-selling promotion continues in all 
eight Booth Michigan Newspapers! 


You'll get quick action in Michigan, too, 
when you advertise your product through 
the eight action-packed Booth News- 
papers. Booth papers go into the homes, 
are read thoroughly every day by all mem- 
bers of these Michigan families. Tap this 


. GRAND RAPIDS PRESS - FLINT JOURNAL - 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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high-volume, fast-turnover market now! 


Go Booth, all the way! (ABC daily circu- 
lation: 386,630). 


For specific data on Booth Michigan Markets, 
call or write: 


The John E. Lutz Co., 435 N. Michigan Ave., 
Chicago 11 


Dan A. Carroll, 110 E. 42nd Street, 
New York City 17 


NEWSPAPERS 


KALAMAZOO GAZETTE - SAGINAW NEWS. 
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POWER 


with First 3’s 
SUNDAY PUNCH 


Give your advertising CONCENTRATED POWER in the 
Important Industrial North and East. First 3 MARKETS 
offers the sections of highest reader traffic in 
the first newspapers of New York, Chicago and 
Philadelphia with an average family coverage of 78%. 


the group 
with the 
Sunday 


Punch 


New York 17, N 
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MARKETS GROUP 


- Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 
San Francisco 4, 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 
Rotogravure + Colorgravure 


Picture Sections + Magazine Sections 


Chicago 11, Iill., Tribune Tower, SUperior 7-0043 | 


Cal., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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SIGNIFICANT TRENDS 


As seen by the editor of SALES MANAGEMENT for the fortnight ending May 1, 1949 


GET THE HALF OF A NICKEL 


So long as we are in a period of expanding economy, 
we can make more money out of one-third of a dime than 
we could before when we had half of the then-existing 
nickel. But when the general trend is down—when the 
total volume of an industry is going to show a shrinkage 
—it becomes almost a life and death matter to increase 
our share of the industry’s total volume. 


As the International Statistical Bureau points out in a 
current bulletin, a proper perspective realizes that trends 
today are slightly less favorable than last year, but also 
recognizes the fact that income and demand will still be 
at high levels, even at the trough of present “‘disinflation.”’ 
In those terms, policy allows for some shrinkage in the 
total market for most products. 


Buying and operating center on avoiding the accumula- 
tion of excess inventories during this period. But selling 
and distribution policies of the individual concern concen- 
trate on improvement in the competitive position. 


Even a fractional increase in one firm’s share of a total 
market will offset a substantial amount of shrinkage. 


This effect can come only if orders are pursued through 
aggressive sales and promotion. 


HOW BIG A DROP? 


The Bureau of Agricultural Economics, with the best 
record at predicting of any Government department, has 
revised its earlier estimates a bit downward. General 
consumer income is expected to be down slightly, as a 
result of moderate unemployment and a shorter work 
week, not compensated for by scattering wage increases, 
“but the average for the year as a whole may not be much 


below 1948.” 


Net farm income, according to this authority, will be 
about 10% less than the 1948 total of 17.4 billions of 
dollars. ‘The reason for the drop will be lower prices; 
little change is expected in the quantity farmers ship. 


What the Department did not say, but which is un- 
deniably true, is that most of us are like selfish children: 
We have more thaa we ever had in history, save for one 
year, 1948. But because business is off from last year, we 
become panicky. If farm income is off 10%, and if cor- 
porate income is off as much as 25%, the totals will 
nevertheless be double the figures for all former years 
which were considered highly prosperous. 


HOW DEEP SHOULD A PRICE CUT BE? 


Business firms can be divided into four groups so far 
as cut pricing is concerned: no cuts, small cuts, big cuts 
and holding the line but bringing out second-line items. 


At the retail level; experience during the past 60 days 
seems to indicate that small cuts do not make people rush 
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out to buy. On the contrary, they seem to make them 
think that this is only the start of a price slide, and they 
had better wait. A national roundup by The Wall Street 
Journal indicates that with the coming of warm weather, 
customers for new cars are flooding the showrooms, but 
‘those who can afford to buy are not impressed with the 
size of the price cuts made by some manufacturers. Some 
are waiting for further cuts.” It seems to be different 
with the Kaiser-Frazer dealers. The really big cut in 
their cars was a shot in the arm and put the dealers back 
in business—with a claimed percentage increase of 89%. 


Many companies are stressing the “Don’t wait” theme. 
Hotpoint, Inc., for example, is running a series of factory- 
paid newspaper advertisements in 95 key cities in which 
they tell consumers, ‘“‘Don’t wait—the low prices you’ve 
been waiting for are here now.” Hotpoint tells its distrib- 
utors, “It is our considered judgment that the ‘Was —, 
Now Reduced to’ advertising failed to gauge accurately 
the temper and disposition of the market, because instead 
of inducing widespread consumer buying interest, it 
further thwarted and delayed that interest on the premise 
that it was good strategy to wait for further cuts.” 


The Corning Glass Works has protected all authorized 
Pyrex Ware distributors with the promise that if any 
price reductions occur in the future, the company will 
credit distributors with the amount of the reduction of all 
wares shipped to them within 60 days prior to the effec- 
tive date of the price change, whether or not the distribu- 
tors have already sold the ware. This policy was inaugu- 
rated because reports indicated that consumer sales were 
being hampered because distributors and retail stores 
allowed stocks to sink because of fear of price reductions. 


MILLIONS OF DOLLARS SPENT FOR 
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MONEY FOR TV 


At the spring convention of the American Association 


of Advertising Agencies agency men were in general 
agreement that clients are appropriating extra money for 
television. A big auto company, for example, has not taken 
anything out of its planned outlays for other media in 
sponsoring a television show contracted for since last 
fall’s budget-making period. One agency man said that he 
knew of only one big sponsor who had taken funds from 
other media to pay for video. But the agency men were 
agreed that this picture would change, and radio was re- 
garded as the ultimate loser in the battle with television. 


A new yardstick will have to be developed for measur- 


ing the time-plus-talent cost in television. A Benton and 
Bowles man was quoted as saying, ‘““A show which costs 
$3,000 to put on radio will run to $10,000 to $12,000 on 
television, and when more high-priced stars go into video, 
the expense in comparison will be even more startling.” 


WHAT IS AN INDEPENDENT 
CONTRACTOR? 


Our scouts down in Washington seem quite positive 


that the Gearhart Amendment passed by the 80th Con- 
gress will be repealed, and a new law substituted, which 
will bring under Social Security several hundred thou- 
sand salesmen who work on straight commissions, and 
who do not necessarily work exclusively for one company. 
‘The status of an employe would be determined not by 
the degree of control the employer has over the employe, 
but by whether or not the employe depends upon an em- 
ployer for his livelihood. 


Such a revision in the law would affect all companies 


who employ salesmen under an “independent contractor”’ 
type of arrangement. Some of these companies, starting 
way back ir 1936, have succeeded in avoiding Social 


expense of being unable to exercise any supervision over 
the men or to supply them with educational and inspira- 
tional materials. If the law is repealed at this session, we 
predict a field-day for lawyers in interpretation of the 
term, “livelihood.” Will it have to mean 100% of a 
man’s income—75%—50%—or what fraction? 


THINGS WORTH SENDING FOR 


The Westinghouse Electric Corp., through its Techni- 
cal Press Service, 306 Fourth Avenue, Box 1017, Pitts- 
burgh 30, Pa., makes the generous offer of two worth- 
while booklets. One, Sam Vining’s booklet, “Simple 
Stories Sell’? aims at talking about Westinghouse small 
appliances in terms that interest most customers. Each 
story is capped with one of Sam’s favorite punch sen- 
tences, such as, “No cow gives milk—you gotta take it 
from ’er.” The other Westinghouse offer is a chart, six 
colors, 30 by 40 inches, called, “The Marshall Plan Sales 
Planner,” compiled with the aid of official ECA figures 
and estimates, and depicting graphically what types of 
products will be purchased under the Marshall Plan dur- 
ing 1949 and 1950, the percentage distribution of these 
products both as to source and as to destination, et cetera. 
It also outlines in graph form the 12 steps American 
suppliers should take to secure ECA orders and collect 
payment in dollars. . . . Those interested in the rapidly 
growing Pacific Northwest might find help in a new 
fortnightly newsletter, ‘‘What’s Ahead in Pacific North- 
west Business,” published by Elliot Marple & Associates, 
905 Second Avenue Building, Seattle +, Wash. Marple is 
SM’s correspondent in that section. Terms are $13.50 for 
a year’s subscription, or trial offer of two months for $2. 
... Dun’s Review, published by Dun & Bradstreet, Inc., 
290 Broadway, New York 8, N. Y., offers a valuable 
chart in color, showing wartime and post-war shifts in 
U.S. population by nine geographical regions. 


PHILIP SALISBURY 
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In March 1949, the Business Trend remained at 213, its lowest 
level since the first quarter of 1946. Although new orders regis- 
tered some decline in March, this was offset by a slight gain in 
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business spending. A seasonal rise in business spending combined 
with a further decline in new orders indicates a minor increase to 
about 214 in the Business Trend for April 1949. 
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HOW WILL IT AFFECT THE BALANCE SHEET? That's what the brass wants to know when you 
ask an okeh on the sales training budget. Here are cues on how to state your case and cut the risk. 


Ring the Cash Register 
When You Ask for a Training Budget! 


BY B. K. MOFFIT 


Senior Consultant, Barrington Associates, Inc. 


Focus on profits coming in—not money going out. Man- 
agement objections to expenditures for training will crumble 


quickly when you justify training as an investment. Tell your 


story specifically in terms of more sales at lower cost. 


‘Top management’s interest in sales 
training centers around one major 
question: What will be the effect of 
the sales training program on the 
operating statement ? 

It is a fair question, and one which 
the sales manager should be prepared 
to answer, regardless of whether his 
sales training is a separate activity 
with a separate budget, or an in- 
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tegrated activity with training costs 
buried in among a number of other 
items. 


Consider the Cost 


Whatever the bookkeeping, and 
whatever the training method, the 
cost must be reckoned with, and any 
consideration of it should start with 
the operating statement. It should 


start there because it will inevitably 
end there. 

The cost of the sales training 
that is done or not done this month 
will show up somewhere in the oper- 
ating statement—maybe this year, 
maybe 10 years from now, but ines- 
capably it will show up. It may show 
up in sales costs, maybe in direct man- 
ufacturing costs, or perhaps in per- 
centage of gross profit. There are few 
headings on the operating statement 
where the figures are not affected by 
the caliber of the sales organization 
and, therefore, by the training the 
sales organization receives. 

Top management normally has 
only a secondary interest in training 
methods, but an understanding of the 
difference between two major “meth- 
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ods” is a prerequisite of any discus- 
sion of training costs. These two 
methods are: 


1. An organized training program, 
aimed at specific objectives. 


2. ‘The time-tried method of giving 
the salesman a price list and turning 
him loose to let the customers train 
him. 


There is something to be said for 
the “turn ’em loose” method. A sales- 
man frequently will learn most from 
the orders he loses, and remember 
longest what he learns that way. 


it's Expensive 


Nevertheless, the “turn ’em loose” 
method is expensive. It is paid for, 
not only by stockholders, but by every 
company employe. Orders that are 
lost, and customers who are alienated 
by the untrained salesman represent 
not merely a loss in profits, but affect 
the job security of humblest clerk and 
janitor. 


Sales Training Objectives: In pre- 
paring to present his sales training 
program to top management, the sales 
manager may well start by asking 
himself, ‘‘What figures on the oper- 
ating statement do I want to improve 
through more efficient sales training ?” 
In general, the answers will fall into 
three broad groups: (1) more sales; 
(2) less expense; (3) better net re- 
sults. Let’s look at each of these ob- 
jectives in some detail. 


Sales Training for More Sales: 
“Nore sales” is a comparative and 
perhaps confusing term. It may mean 
more sales than last year, but in a 
shrinking market it is likely to mean 
something else: It is more likely to 
mean more sales than we would have 
had if we hadn't put on some extra 
steam. ‘he current problem of many 
sales executives is to run fast enough 
to stand still—to hold present volume 


while the volume of competitors 
drops. 


More Sales of High Profit Items: 
More sales may mean more volume 
on the high profit items in the line 
only. The sales manager selling both 
a commodity and a specialty item may 
decide to let his commodity volume 
ride with the business cycle, and to 
keep his profits up by pushing his less 
cyclical specialty. 


More Dealers, Distributors and 
Customers: This is a major problem 
with most new products and small 
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companies—was one of the original 
major objectives of all sales training, 
but is overstressed today in some 
cases, at the expense of: 


More Sales Through Key Dealers 
and Distributors: Recently, an inves- 
tor was considering putting a sizable 
amount of money into a manufactur- 
ing company. He found out that their 
main sales effort was directed at 
doubling the number of dealers, and 
cancelled his plans. What this par- 
ticular company needed was better 
dealers, not more dealers, and the in- 
vestor shied away from misdirected 
sales expense. The sales executive who 
decides to go in for a consistent pro- 
gram of dealer development must do 
it by planned sales training. There 
is no other way. 


Training for Lower Expense Ratios: 
If sales training efforts are to be re- 
flected favorably on the operating 
statement, one of the results must be 
in lower expense ratios in some seg- 
ment of the business. For instance: 


Less Direct Selling Expense: If sales- 
men can be trained to sell three units 
in the time it formerly took to sell 
two, then the direct selling expense 
ratio should drop, even though the 
salesmen earn more money through 
their increased sales. Reduction of 
selling expense through increased vol- 
ume is an old story in American in- 
dustry which has seen many products 
go from the high-selling-cost specialty 
class to the low-selling-cost com- 
modity class. 

It seems that the average sales man- 
agers problem is not expressed in 
such broad terms, however. His 
primary interest is in reducing his 
selling cost by four-tenth’s of one per 
cent before the end of the year, and 
is a practical objective for sales 
training programs. 


COMING... 


How to lick shortages 


of key executives 


Why a steel company 


is in the farm business 


How to appraise 


sales engineers 


Less Supervisory Expense: = One 
manufacturer in an industry using a 
fairly low grade of salesmen employs 
a checker to check the salesmen, and 
double checkers to check the checkers, 
They are trying to eliminate this 
heavy supervisory expense by raising 
the salesmen to a higher level of 
efficiency. 

Manufacturers with highly techni- 
cal products have a different super- 
visory problem. In some cases, they 
must maintain a corps of free-lance 
specialists who go out to reinforce 
the salesmen on complicated problems, 
Since such specialists are expensive, 
it is frequently less expensive to train 
the regular salesmen in the skills of 
the specialist. 


Less Bad Debt Losses: Credit poli- 
cies are usually soundest in companies 
where there is a high degree of mu- 
tual understanding between the credit 
department and the sales force. Both 
the credit department and the sales- 
men must be trained if such coopera- 
tion is to be achieved. One manufac- 
turer who included a course in credit 
as a part of a much larger sales 
training program eventually discov- 
ered that the reduction in bad debt 
losses had more than paid the full 
cost of his training program. 


Less Obsolescent and Spoiled Mer- 
chandise: The reduction of loss on 
obsolte or spoiled merchandise de- 
pends primarily on inventory control, 
warehouse management, purchasing, 
and shipping. The responsibility of 
the sales force is limited. Neverthe- 
less, in spite of the best efforts of 
other departments, it is sometimes 
necessary to send an S.O.S. to the 
salesmen: “Help us get rid of this 
stuff.” If the salesmen are well 
trained, they usually respond. 


Less Manufacturing Expense Be- 
cause of Larger Production: If sales- 
men keep the volume above the 
break-even point, the company should 
make money. If volume drops below 
the break-even point, the company 
loses money. As of today, maintenance 
of profitable factory volume is one of 
the most important reasons for sales 
training. The problem isn’t quite as 
simple as this makes it sound, how- 
ever. 

In a declining market, it be- 
hooves management to take a long 
look at the salability of each product, 
at the importance of added or main- 
tained volume on each product, and 
at present manufacturing efficiency. 
After this has been done, it 1s pos- 
sible to give more definition and 
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“I’m going fifteen hundred miles to speak for eight minutes 
and slap a few of my worst competitors on the back!” 


purpose to the sales training, more 
specific drive to the program. 


Training for Better Net Results: 
There are a number of miscellaneous 
operating improvements which are 
implicit in the terms ‘More Sales,” 
and ‘‘Less Expense,’’ which deserve 
separate mention. For example: 


Better Inventory Turnover: Inven- 
tory turnover is not the exclusive re- 
sponsibility of the sales force, but a 
dependable sales organization is a pre- 
requisite of good inventory turnover. 


Better Balance of Sales: Left to his 
own devices, a salesman will develop 
a “crush” on certain items in the 
line and will ignore others. He will 
sell drills, but not reamers; sell paint, 
but not brushes; sell the low-price 
items, but not the high-price items. 
The reason is that he has learned to 
sell some items but not others. Sales 
training will help him learn to sell all 
the line. 


A Better Reservoir of Men Eligible 
for Promotion: In any survey of 
benefits of sales training, one fact 
stands out sharply: Companies with 
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well organized training programs are 
rarely at a loss to find executive re- 
placements, while companies without 
organized training must frequently 
go outside their organization to hunt 
for men whom someone else has 
trained. 


Better Results from the Advertis- 
ing at the Point of Sale—an Example: 
By virtue of seniority, and aggressive 
advertising, Frigidaire has become the 
generic term for electric refrigerators. 
More people ask for Frigidaire than 
any other make. Frigidaire’s sales 
training problem is to get the retail 
salesperson to sell a Frigidaire to the 
prospect who asks for a Frigidaire 
model. 

One Kelvinator training problem 
is to get the retailer to sell a Kelvina- 
tor to the prospect who asks for a 
Frigidaire. Almost any sales execu- 
tive has some version of this problem 
—to keep the value of the advertising 
dollar from being nullified at the 
point of sale. 


Training New Salesmen: Thus far, 
the discussion of training benefits has 
made little distinction between new 
and experienced salesmen. New sales- 
men, however, are in a special cate- 
gory in that the employer reaps sev- 
eral additional benefits from the 


company s sales training program: 


1. Training brings new men into 
maximum productivity at the earliest 
possible moment. There are fewer lost 
orders, and fewer lost man-hours in 
the plant while the salesman learns 


his job. 


2. Training nullifies the bad work 
habits carried over from previous em- . 
ployers. If your new salesman _ has 
previously worked for a firm that 
turned the salesmen loose for the cus- 
tomers to train, he may have almost 
as many bad habits to unlearn as new 
ones to acquire. 


3. Training helps new men avoid 
alienating customers and _ prospects 
through amateurish handling. A re- 
cent survey of what purchasing agents 
think of the salesmen who call on 
them brought a frequent and agonized 
comment: “Tell the manufacturers, 
for God’s sake, to train their new 
men so they won’t do so many stupid 
things.” 


4, Training helps sort out misfits 
before they get out into a territory. 
Most companies with sales schools for 
new men have meticulous selection 
methods to weed out the unfit men 
before they are hired. Nevertheless, 
the training period almost invariably 
will weed out still more who would 
be liabilities, or at best doubtful assets 
if sent into a territory. 


5. Training helps new men avoid 
“siving away the plant.” In com- 
panies where the salesman has some 
control over the price or the specifi- 
cations of the product, (printing, spe- 
cial tools, etc.) a new salesman can, 
and frequently does, give away all the 
profits on the business unless he is 
carefully trained. 


6. Last of all, of course, training 
new salesmen achieves all the benefits 
derived from training experienced 
men: (1) More sales; (2) Less ex- 
pense; (3) Better net results. 


Build on Benefits 


These are some of the major bene- 
fits of sales training. Because each 
of. them is reflected somewhere in the 
operating statement they are a major 
interest of top management. ‘The 
sales manager who builds his sales 
training program upon these benefits 
and who thus budgets his sales train- 
ing expense with an eye on the profit, 
should have little difficulty in selling 
top management on his program. 
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DADDY WAS A FASHION ARTIST . . . \other was a writer. Son- La 
ny (alias William R. Agnew) has been everything under the sun. . . first 
man across the George Washington Bridge, the original model for Terry 
of ‘Terry and the Pirates,” folk singer at Town Hall, life guard, actor, 
commercial photographer and a baker’s dozen odd (distinctly) jobs. 
At the moment he looks set. He has a bonanza on his hands—Jewelry by 
Agnew. He’s the lad who has smart American women wearing authentic 
regimental decorations as costume jewelry—his regimental jewelry. (See 
page +8 for the whole story.) Brought back his first pieces from Paris. 
‘Took over his mother’s Madison Avenue florist shop (She'd gravitated 
trom typewriters to flowers.), made up his own display material to show 
them off, changed the windows every time he got a blinding inspiration 
and sat bagk to await the onslaught. It came, he conquered . . . dress de- 
signers, fashion experts, fashion magazines. He softens up visiting buyers 
by serenading them with his guitar which he plays a mess of. 
YOU PROBABLY READ IT... in the. newspapers. John 
Carson, director of the Washington Office of the Cooperative 
League of the U.S.A., has been named by President ‘Truman 
to serve as a member of the Federal ‘Trade Commission. . . - 
Which tells you nothing about John Carson. “He’s the kind 
of man,” a friend tells us, “who'll conceivably run the whole 
FTC, Lowell Mason excepted, nuts.” He’s not legalistic; he 
talks in stories—apt stories. His wit is as sharp as a slaughter 
house knife. Before he went to the C.L. in 1941 he served as 
Consumers Counsel of the National Bituminous Coal Commis- 
sion and was secretary to Senator James Couzens. He came to 
D.C. in ’18 as Washington correspondent for the St. Louis 
Globe-Democrat, St. Louis Republic, Baltimore Sun and tor 
Scripps Howard newspapers. He isn’t the zealous, earnest kind 
of guy you think of as a co-op official; he sprouts promotion 
ideas (Many of them have worked.), plays bad golf, and is 
forever giving up cigars and going back to them. Look for 
fireworks around the F.T.C. I 
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TALK IS CHEAP... but Frank K. (Kiggins) White, 
the new president of Mutual Broadcasting System is not 
spending it foolishly. All he'll say about his new job is this: 
“(It carries) responsibilities and challenges which must be met 
by pertormance rather than prediction.” As we write this, 
Mutual has two presidents: Edgar Kobak’s term is overlapping 
White’s by several weeks; they're both taking it in their stride. 
... Frank White is a quiet man who believes that actions are 
the important thing: the hell with words! He moves slowly, 
plotting his course as he goes. Above all he expects everyone 
who works with him to do a Grade A, homogenized job... . 
He was born in 1899 in Washington, D. C., attended George 
Washington University there; first job was as an accountant. 
From 1929 to 1935 he was treasurer of the Literary Guild 
of America. In 1936 he turned up as business manager and 
treasurer of Newsweek. Until he came to Mutual he was presi- 
dent of Columbia Records, Inc. Lives in the yachting town of 
Larchmont, N. Y., has two sons. 


They're in the News 


MAY 1, 1949 


By Harry Woodward, Jr. 


RHETORIC, PORCELAINS AND THE ITCH 


» «s+ mix ‘em well. You've got Clarence 
Goshorn (pronounced GOSShorn), Benton & 
Bowles’ president and the newly-elected chair- 
man of the board, American Association of 
Advertising Agencies. In his youth the busting- 
with-health, be-bow tied Mr. G. taught his- 
tory and rhetoric at his Alma Mater, the U. 
of Michigan. He’s still teaching. Now it’s the 
bright young men Benton & Bowles _ hires. 
Frankly admits he would have stuck to prof-ing 
“if there’d been any money in it.”’ (You always 
know how C.G. feels about any given subject.) 
People are amazed when he tells them he collects 
Chinese porcelains. Just another facet of his per- 
sonality. ““The Itches” are the kind he can’t 
scratch ... to turn out flawless advertising copy 
(He writes “word by word.’’), to retire to his 
Pennsylvania farm—once “Mad _ Anthony” 
Wayne's headquarters—to run his agency smooth- 
ly, and learn plant ecology. All in one sitting. 
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The Story Behind the Rebirth 
Of the Ferguson Tractor 


BY D. G. BAIRD 


Harry Ferguson's $60 million annual sales volume in Ford 
tractors and equipment shriveled to less than $11 million 
when Ford took over his own marketing. But with a tractor 
and plant of his own, Ferguson eyes $75 million for '49. 


On July 1, 1947, Harry Ferguson, 
Inc., ceased to be the national market- 
ing agency for Ford tractors, and the 
Ferguson distributor-dealer organiza- 
tion disintegrated. Volume of sales 
plummeted from $59,640,000 in the 
first half year to less than $11,000,- 
000 in the second half. The general 
assumption was that Ferguson was 
down and out. 

‘This assumption was correct only 
in part. Ferguson was down, but not 
out. In 1948, Harry Ferguson, Inc. 
proceeded to import tractors from 
England. The company built a 
tractor plant, compiled a library of 
promotional material, established a 
Product Education Department, pre- 
pared a comprehensive merchandising 
program, recruited and franchised a 
new sales organization. 

Sales increased to $33,000,000, of 
which $5,000,000 was accounted for 
during December alone. 

“In 1949 we expect to sell 65,000 
tractors and a proportionate number 
of farm implements which should 
make our dollar volume for the year 
between $75,000,000 and $100,000,- 
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000,” Horace D’Angelo, executive 
vice-president, predicts. 

How did Ferguson do it? Where 
did the company get the money? How 
did it rebuild its distributor-dealer 
organization so quickly? How did it 
recapture such a large volume of busi- 
ness in so short a time? Why is its 
management so confident of the fu- 
ture? 

“‘We had some capital, then we ob- 
tained a loan,’ Mr. D’Angelo says 
frankly. The corporation’s annual re- 
port for 1947 lists assets of nearly 
$10 million, of which $7,790,679.53 
was in cash and Government securi- 
ties, as of December 31, 1947. Quite 
a tidy sum, at that, but when the 
problems of building a new factory 
and financing increasingly large in- 
ventories arose, the management 
thought best to fortify it with a 
loan of $1,500,000 which was ob- 
tained from an insurance company in 
June, 1948. 

Another major asset the corpora- 
tion had was the nucleus of a strong 
organization, including officials and 
department heads. Mr. D’ Angelo had 


joined Ferguson in 1941 and had been 
executive vice-president since August, 
1946. Philip C. Page, director of dis- 
tribution and member of the board, 
previously with the Ford Co., had 
been with Ferguson since 1944; W. 
L. Vande Water, domestic sales man- 
ager, had been a Ferguson man since 
1944, after service with Firestone 
Tire and Rubber Co.; R. C. Smith, 
advertising and sales promotion man- 
ager, had joined Ferguson in 1945 
after long experience in teaching 
agriculture and in county extension 
work. There were other officers and 
executives, including Robert G. Sur- 
ridge, secretary and general counsel; 
Herman G. Klemm, director of engi- 
neering; Albert A. Thornbrough, di- 
rector of procurement; Charles F. 
Herrmeyer, controller; Martin E. 
Fellwock, assistant secretary and as- 
sistant treasurer. They also retained 
a field sales organization. 

They had something to sell, too— 
a line of about 40 farm implements, 
ranging from plows to corn-pickers— 
but not much of a sales organization 
to sell the line. All except seven of 
the 33 former distributors and nearly 
all of the approximately 3,000 former 
dealers had elected to continue to sell 
Ford tractors. 

“We had to fight a kind of rear- 
guard battle for the first several 
months,” Philip Page, director of dis- 
tribution, says. ““We had no thought 
of surrendering. Mr. Ferguson had 
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said that a Ferguson tractor would be 
on the market soon, and it was just 
a matter of changing over to an im- 
plement jobbing business in the in- 
terim. 

“Rebuilding the distributor-dealer 
organization wasn’t such a formidable 
task as one might think. We were 
well known an! we knew the most 
desirable potential outlets. We had 
our five regional offices, each with a 
regional manager, service manager, 
product education manager, and parts 
manager. These men were always 
in the field. They knew distributors 
and dealers and were known to them. 
They had a list of potential outlets. 

“We didn’t want too large a dis- 
tributor-dealer organization before we 
obtained tractors for them. We 
wanted to build a quality organiza- 
tion, so we bided our time. We ap- 
pointed 11 new distributors to supple- 
ment the seven who had remained 
with us and they franchised a few 
dealers. In June, 1947, we called in 
our distributors and regional repre- 


PROUD MOMENT: Ferguson's domestic 
sales manager, W. L. Vande Water (above) 
has a tractor to sell. Harry Ferguson him- 
self (right) drives the first tractor from the 
new Detroit plant. Philip C. Page (center), 
director of distribution; and Robert G. 
Surridge, secretary, see it as the first part 
of a $75 million sales volume in 1949. 
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sentatives for a two-day conference. 
One day was spent at our experimen- 
tal farm to acquaint them with the 
merchandise which we had to sell. 
The second day was devoted to a 
presentation of our distribution, ad- 
vertising, parts, service, and finance 
programs. 

“During the remainder of the year 
we stressed the theme, ‘Sell Fergu- 
son’ in our advertising in farm imple- 
ment journals, inviting dealers to 
write for information on the Fergu- 
son implement line and learn how 
they could benefit from the ground- 
work which already had been done. 
Meanwhile, we advertised imple- 
ments in farm. papers, stressing 
‘Finger-tip farming’ and _ inviting 
readers to send for a free folder on 
Ferguson System implements.”’ 


Fill Out the Line 


Implements were sold, all right, 
but implements without tractors were 
not enough. Several plans were con- 
sidered and when these failed to ma- 
terialize, Ferguson tractors did ma- 
terialize. To speed deliveries to the 
waiting sales organization at the be- 
ginning of a new season, the firm an- 
nounced in January, 1948, that it had 
ordered $20,000,000 worth of trac- 
tors from the Ferguson factory in 
Coventry, England. These began to 
arrive in February. During that same 
month ground was broken on a 72- 
acre site in Detroit for one of the 
most modern tractor assembly plants 
in the industry. This plant has since 
been working up to its rated capacity 
of 500 tractors a day. Meanwhile, 
tractors will continue to be imported 
until the Detroit plant can supply 
the demand. 

Announcement of the new Fergu- 


son tractor broke in March, 1948, 
with a two-color double spread in all 
farm implement journals. That was 
the signal for distributors to begin 
franchising more dealers. “‘Uhe num- 
ber of distributors in the United 
States and Canada has since increased 
to 29. 

“With a quality dealer program we 
want only as many dealers as can be 
adequately supplied with tractors,” 
says Mr. Page. ‘To make a satisfac- 
tory profit the average dealer must 
sell about 40 tractors a year, together 
with a comparable volume of imple- 
ments. He can get by on 30 tractors 
a year, but if he sells less than that 
number neither he nor we are likely 
to be satisfied. 

“We are selecting only desirable 
dealers. ‘They are franchised by the 
distributors, but we pass on the appli- 
cations and insist that the dealers 
have satisfactory plants, substantial 
finances, good standing in their com- 
munities, knowledge of agriculture 
and of farm implements, and ability 
to sell. 


Training for All 


“We are making sure that every- 
one concerned receives thorough 
training to know the product and 
how to sell it. We know that we have 
the product and we are convinced 
that with proper training, we can 
beat competition. For this reason we 
have a Product Education Depart- 
ment at the factory and a product 
education manager in each region, and 
we are going to train everyone from 
our own representatives to farmers 
who buy our products. Our repre- 
sentatives, our distributors, our deal- 
ers and their personnel all must know 
our products and they must know 
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how to sell them. Farmers who buy 
them must know how to use them 
properly so they will get the best re- 
turn on their investment and will be- 


come enthusiastic about 
tractors and implements. 


Ferguson 


“We have a training farm, and in- 
sist upon every distributor having 
one too. We have a 10-day training 
course for distributors and a five-day 
training course for dealers and their 
personnel. We furnish distributors a 
manual of basic principles and _ pro- 
cedures of product education, a com- 
plete merchandising program, and an 
advertising-merchandising guide for 
dealers. We support this program 
with forceful advertising in practi- 
cally all farm papers, with a pictorial 
farming paper which we sponsor, 
with motion pictures, a wide variety 
of literature, sales helps, promotional 
activities, and other aids. With a 
rapidly increasing volume of mer- 
chandise to sell, we feel that we have 
every reason to be optimistic.” 


Training Check List 


The product education manual is 
thorough. Under the headings Objec- 
tives, Facilities, Organization, Ma- 
terials, Owner Training, and Product 
Promotion, Report Forms, Suggested 
Letters, Instruction Program, and 
Job Outlines, it explains exactly 
what to do and how to do it, step by 
step. Take, for example, the section 
on organizational procedure for pred- 
uct education schools. This section 
outlines 10 steps to take well in ad- 
vance of the season; 12 steps to take 
in advance of the school; five to take 
a few days before each school; seven 
to take at the beginning and during 
each school ; three to take at the close 
of each school. It gives the definition 
and requirements of a product educa- 
tion school; tells how to arrange a 
definite program; lists 17 principles 
upon which to base organization of 
time used for instruction; tells how 
to train instructors; what records to 
keep; subjects to cover; how to plan 
detailed schedules. Other sections are 
equally specific. 

Everyone who has anything to do 
with selling Ferguson tractors and 
implements must have this training— 
but that isn’t all. The manual under- 
scores this statement: “It is a basic 
principle of Harry Ferguson, Inc., 
that our products are not adequately 
sold until the owner is fully trained 
in their use, adjustment, and opera- 
tion. At this point, owner training 
enters the sales program.” The man- 
ual tells just how to train owners. 

Product education is the first item 
on the list of 11 elements of the 1949 
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merchandising program. Others in- 
clude advertising in national and 
state farm papers, implement dealer 
magazine advertising, local newspaper 
advertising for dealer use, sales pro- 
motional literature, dealer-owner 
meetings, publicity programs, dealer 
helps, and dealer identification. 
Farm paper advertising includes 
full pages, in two colors, in six na- 
tional media on a staggered schedule 
so that each advertisement appears 
monthly in three of them, and 
smaller space in a long list of state 
farm papers. Beginning in March the 
theme of the 1948 copy was the new 
Ferguson tractor and the new Fergu- 
son plant. Theme of early 1949 copy 
is “Measure Performance . . . You'll 
Choose the New Ferguson Tractor!’ 
Dealer magazine advertising in- 
cludes double-spread, two-color adver- 
tisements in eight farm implement 
publications, again on a_ staggered 
basis, using four media each month. 
Present theme is franchise values. 
The advertising - merchandising 
guide for dealers tells them how to 
get the most out of their local adver- 
tising dollar. It provides information 
on planning the campaign, newspaper 
advertisements, classified advertise- 
ments, selective radio announcements, 
direct mail, telephone directory ad- 
vertising, how to prepare and use 
prospect lists, etc. It also includes a 
“Nlerchandising Aids” sheet on each 
of the company’s products and pre- 
sents newspaper mats, drop-in mats, 
Ferguson symbols, silhouette strips, 
logotypes, and advertising borders— 
all of which are available to dealers. 


Ideas for Management 


To keep distributors apprised of 
company plans and policies, and to 
keep in close touch with conditions 
in the field, Ferguson management 
calls a distributor-management meet- 
ing at Detroit about every 30 days. 
Regional managers and one distribu- 
tor from each of the five regions at- 
tend each conference. Distributors 
may bring their sales managers or 
other executives. Conferences last two 
days and cover such subjects as man- 
agement, product education, sales and 
advertising programs, available mer- 
chandise, production schedules, busi- 
ness conditions and,outlook, and other 
subjects of common interest. Dis- 
tributors are encouraged to offer sug- 
gestions. Minutes of the conferences 
are kept and copies are sent to all 
distributors. 

In 1949, and permanently for that 
matter, emphasis will be placed on 
dealer-owner meetings and on farm 
demonstrations. 


A PREVIEW 


SM's 20th Annual 
Survey of Buying Power 
coming May 10. 


In about ten days postmen 
will be delivering the 616-page 
Sales Management Survey of 
Buying Power, 1949 edition, 
containing exclusive estimates 
of population, retail sales and 
Effective Buying Income for the 
U.S.A., Canada, Hawaii, Alaska 
and Puerto Rico. 


Here—on the two following 
pages—are important tables 
which were crowded out of the 
Survey. They show the "%/, of 
U.S.A. Potential" for the 200 
cities and 200 counties leading 
in that category, and the rank 
of each in the group. 


"°/, of U.S.A. Potential” is a 
weighted figure derived from 
"°/, of U.S.A." figures on pop- 
ulation (2 parts), retail sales (3 
parts) and Effective Buying In- 
Come (5 parts). 


Keep a lookout for the May 
10 Survey—and get your 
orders in early if you want 
exira copies. They are $3.00 
come (5 parts). 
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% of U.S.A. Potential, 200 Leading Cities 


a . 
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Estimates, 1948, for the 200 Cities leading in this category 


% of U.S.A. % of U.S. A. % of U.S.A. 
Potential Rank Potential Rank | Potential Rank 
CITY STATE Esti- | in CITY | STATE Esti- | in CITY STATE Esti- | in 
BY mates Group | mates Group @D mates) Grou 
a —— ———— — — 
Akron Ohio .2611 39 Hempstead Township | N. Y 2805 | 34 Reading Pa. .0963 96 
Albany N.Y. -1323 67 Highland Park Mich 0548 200 Richmond . Calif. .0702 140 
Albuquerque N. M. 0727 | 135 Houston Tex -5638 14 Richmond Va. .2253 42 
Allentown Pa. 0893 | 105 Huntington | W.Va 0672 | 153 Roanoke . | Va. 0802 | 121 
Altoona Pa. 0807 | 178 Indianapolis | bad. -4394 21 Rochester N.Y. -2835 32 
Amarillo | Tex. 0630 | 167 Jackson | Miss. 0831 115 Rockford | iM. .0947 99 
Asheville | N.C. 0568 | 193 Jacksonville... | Fla. -1832 50 Sacramento Calif. | -1453 65 
Atlantic City N. J .0687 145 Jackson Mich 0568 193 Saginaw Mich. .0737 132 
Atlanta Ga. 3141 28 Jersey City N. J -2191 44 St. Joseph Mo. 0681 | 146 
Austin Tex. -1032 90 Johnstown Pa. .0624 | 173 St. Louis Mo. -7927 9 
| | 
Baltimore. . . Md. -7948 8 Kalamazoo Mich 0641 161 St. Paul. . Minn. | 3111 30 
Baton Rouge La. 0923 | 103 Kansas City . . | Kans 1202 | 74 St. Petersburg. Fla. 0863 | 110 
Bayonne N. J -0648 | 158 Kansas City | Mo. 4678 17 Salt Lake City Utah 1723 53 
Beaumont Tex. 0823 | 116 Knoxville Tenn 1243 72 San Antonio Tex. -2860 33 
Berkeley Calif 0920 | 104 Lakewood | Ohio 0637 | 162 San Bernardino Calif. 0596 | 182 
Bethlehem Pa. 0556 | 198 Lancaster | Pa, 0633 | 165 San Diego Calif. 2644-38 
Beverly Hills Calif 0573 | 191 Lansing | Mich 0957 | 97 San Francisco | Calif. 8723 6 
Binghamton N.Y 0726 | 136 Lawrence Mass 0584 | 188 San Jose Calif. 0954 98 
Birmingham Ala. -2647 37 Lexington. . . | Ky. 0601 | 180 Santa Monica Calif. -0690 | 144 
Boston Mass. 7156 11 Lincoln | Neb. .0885 | 107 Savannah Ga. 0981 94 
| 

Bridgeport Conn -1460 64 Little Rock. . | Ark. 0984 93 Schenectady N.Y 0814 119 
Buffalo N.Y -4664 18 Long Beach | Calif. .2754 35 Scranton. Pa. -1095 84 
Cambridge Mass -0856 111 Los Angeles Calif. 1.9577 3 Seattle Wash 5156 16 
Camden N. J. -0933 | 101 Louisville Ky. .3228 27 Shreveport | La. 1131 82 
Canton Ohio 1115 83 Lowell Mass. .0694. | 142 Sioux Falls | S$. D. 0576 | 190 
Cedar Rapids lowa .0736 134 Lynn | Mass. .0773 125 Sioux City lowa -0891 106 
Charleston S.C. -0674 | 150 Macon | Ga. 0635 | 163 Somerville | Mass. 0673 | 152 
Charleston | W. Va. 0755 | 128 Madison | Wisc. 0845 = -:113 South Bend Ind. | 1074 87 
Charlotte | N.C. -1286 70 Manchester N.H. 0632 166 Spokane | Wash 1483 | 62 
Chattanooga Tenn -1154 78 Memphis | Tenn. -3021 31 Springfield | Hl. .0794 123 
Chester. . Pa. .0629 169 Miami | Fla. 2120 46 Springfield. Mass. 1495 61 
Chicago. . . | Ut. 3.2812 2 Milwaukee | Wisc .6307 13 Springfield Mo. 0604 +179 
Cincinnati . Ohio 4590 19 Minneapolis Minn 5371 15 Springfield Ohio 0737 132 
Cleveland Heights Ohio 0355 | 155 Mobile Ala. -1299 69 Stamford Conn 0653 156 
Cleveland Ohio -8556 7 Montgomery Ala. .0841 114 Stockton. Calif 0757-126 
Columbus | Ohio .3130 29 Mount Vernon | N.Y 0660 | 154 Syracuse. N.Y 1822 51 
Columbus | Ga. 0586 | 186 Muskegon | Mich 0676 | 149 Tacoma. Wash 1326 66 
Columbia S.C. 0635 | 163 Nashville | Tenn -1540 58 Tampa Fla -1047 89 
Corpus Christi Tex 0820 | 118 New Bedford Mass 0757 126 Terre Haute Ind. 0615 176 
Dallas. . Tex -4506 20 New Britain Conn 0611 177 Toledo Ohio 2679 36 
Davenport lowa 0802 | 121 New Haven Conn -1466 63 Topeka Kans .0934 | 100 
Dayton Ohio .2231 | 43 New Orleans La. 4224 24 Trenton N.J 1082 86 
Dearborn Mich .0778 124 New Rochelle | N.Y .0583 | 189 Troy N. Y. 0622 174 
Decatur i. 0593 | 184 New York City | N.Y 6 .6813 1 Tulsa. Okla. -1648 54 
Denver Colo .3860 25 Newark | NJ 4365 22 Union City N. J 0550 199 
Des Moines lowa -1855 | 49 Newton Mass. .0644 | 160 Upper Darby Pa. .0590 | 185 
Detroit Mich. 1.6563 5 Niagara Falls N.Y 0681 146 Utica.... N.Y -0822 117 
Duluth Minn. .9879 | 108 Norfolk Va. .1582 56 Waco. | Tex .0598 | 181 
Durham N.C. 0645 | 159 North Hempstead N.Y 0629 | 169 Washington | D.C .7319 10 
East Orange N. J .0691 143 Oakland Calif .3837 26 Waterbury Conn .0878 109 
East St. Louis il. 0628 171 Oak Park } WM. 0708 | 138 Waterloo lowa 0678 | 148 
El Paso Tex -1001 92 Oklahoma City | Okla. -2081 | 47 Wheeling W. Va. 0566 186 
Elizabeth N. J 0966 95 Omaha. Neb. -2546 40 Wichita Kans. 1725 52 
Erie Pa. -1085 85 Pasadena | Calif 1223 | 73 Wilkes-Barre Pa. 0742 | 131 
Evanston Hl. 0751 129 Passaic | N. J 0560 | 197 Wilmington Del. 1159 76 
Evansville Ind. -1140 80 Paterson | N.J 1284 | 71 Winston-Salem N.C .0804 120 
Fall River Mass 0745 | 130 Pawtucket R. 1 0649 | 157 Worcester Mass. 1611 55 
Flint Mich .1497 60 Peoria Hl. .1190 | 75 Yonkers N.Y .1144 79 
Fort Wayne Ind 1316 | 68 Philadelphia | Pa. 1.7939 | 4 York | Pa. 0564 | 195 
Fort Worth Tex -2492 | 41 Phoenix Ariz 1155: | 77 Youngstown Ohio 1515 59 
Fresno Calif 1009 | 91 Pittsburgh Pa. 6504 | 12 
Galveston Tex 0674 | 150 Pentiac Mich .0710 | 137 ol 
Gary Ind. 1138 | 81 Port Arthur | Tex. 0571 | 192 s sesachemnanaieanies a 
Glendale Calif -1062 88 Portiand . | Maine 0852 | 112 
Grand Rapids Mich. 1570 | 57 Portland . | Ore. 4329 23 
Greensboro N.C. 0705 | 139 Providence | RE. 2179 45 
Greenville S.C. 0626 | 172 Pueblo | Colo 0596 | 182 
Hammond Ind. -0699 | 141 Quincy | Mass 0630 | 167 
Harrisburg. . . Pa. .0933 101 Racine | Wisc 0618 | 175 
Hartford. . . Conn .1893 48 Raleigh N.C. 0563 196 
MAY 1, 1949 
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% of U.S.A. Potential, 200 Leading Counties 


Estimates, 1948, for the 200 Counties leading in this category 


| % of U.S. A. % of U.S.A. | % of U.S.A. 
Potential Rank | | Potential Rank | Potential | Rank 
COUNTY | STATE Esti- | in COUNTY | STATE | Esti- | in COUNTY STATE Esti- | in 
| JM mates| Group BY mates! Group JM matas Group 
Alameda Calif 6205 22 Hinds | Miss. 0967 | 165 Pima.... Ariz. 0869 | 190 
Albany N.Y -2008 89 Hudson N.J 5211 26 Pinellas Fla. 1074 | 147 
Alleghany | Pa. 1.2002 4 Ingham... Mich 1385 | 120 Plymouth Mass 1270 | 132 
Allen | Ind -1496 | 197 Jackson Mich 0864 | 191 Polk lowa -2041 76 
Arlington | Va. 1399 | 118 Jackson Mo. 5118 27 Providence. .. R.1 4374 32 
Atlantic N. J 1979 | 146 Jefferson Ala 3757 40 Pulaski . Ark. -1539 | 104 
Baltimore | Md. | 9232 | 12 Jefferson Ky. 3729 | 41 Queens N.Y. 1.2509 | 7 
Beaver | Pa. | 1096 | 143 Jefferson Tex. -1592 98 Ramsey Minn 3241 48 
Bergen | N.J .3225 49 Kalamazoo. . Mich. 0957 | 166 Rensselaer. . . N.Y -0860 | 194 
Berks Pa. | .1797 90 Kanawha W. Va. 1581 | 101 Richmond. N.Y -1285 | 128 
| 
Berkshire | Mass. | 0879 («185 Kane | WN. 1217 | 137 Richland. . S.C. 0870 188 
Bernalillo | N.M. 0870 | 188 Kent Mich -2066 74 Riverside. Calif -1033 | 156 
Bexar | Tex. 3110 51 Kern Calif -1583 | 100 Roanoke... Va 0935 | 172 
Black Hawk lowa 0831 | 199 King Wash -6305 20 Rock Island. . . Hl. -1066 | 150 
Blair Pa. 0946 «171 Kings | N.Y. 1.9435 5 Sacramento Calif -2095 73 
Bristol | Mass. | .2349 | 68 Knex | Tenn 1608 | 97 Saginaw Mich. | 1132 | 141 
Bronx. . | N.Y 1.0279 10 Lackawanna. Pa. 1812 86 St. Clair il. 1286 | 126 
Broome | N.Y. 1280 | 129 Lake. tt. 1129 | 142 St. Joseph Ind, | 1510 | 106 
Buncombe | N.C. .0848 197 Lake Ind. -2595 62 St. Louis Minn -1486 | 109 
Butler Ohio 1000 | 161 Lancaster. . . Neb. 0948 | 158 St. Louis. ... Mo. 1.0041 11 
| 
| 
Caddo | La. 1293 | 125 Lancaster. . Pa. 1627 94 Salt Lake Utah } 2228 | 70 
Calhoun Mich 0863 | 192 Lehigh Pa. -1449 | 115 San Bernardino Calif | 1663 93 
Cambria | Pa. -1382 | 121 Linn lowa 0913 | 178 San Diego Calif 3617 | 43 
Camden | N. J. -1806 88 Lorain Ohio 0948 | 168 San Francisco Calif 8723 | 13 
Charleston S.C. 1089 | 144 Los Angeles Calif 3.3688 | 2 San Joaquin. Calif -1587 99 
Chatauqua N.Y | 0890 | 183 Lucas Ohio 3114 50 San Mateo Calif -1462 112 
Chatham | Ga. 1068 | 148 Luzerne Pa. .2712 59 Sangamon i. 1001 | 160 
Chester | Pa. | 0862 | 193 Macomb . Mich 1012 | 159 Santa Clara Calif 1969 82 
Clark Ohio 0874 | 187 Madison i. 1202 | 138 Schenectady N.Y -1034 | (155 
Contra Costa Calif 1626 95 Mahoning... Ohio 1961 | 83 Schuylkill. . . Pa -1248 =| 135 
Cook | WM. 3.9310 1 Maricopa | Ariz. -2015 78 Scott lowa 0914 176 
Cumberland. . Maine 1345 | 124 Marion Ind. 4923 30 Sedgwick... Kans 1998 81 
Cuyahoga Ohio 1.2170 8 Mecklenberg. . N.C. 1395 | 119 Shawnee. Kans. 1061 152 
Dade Fla -3102 52 Mercer N. J. 1748 91 Shelby Tenn. | 3319 47 
Dallas | Tex 5075 28 Middlesex Mass. | 7146 18 Spokane Wash | -1805 89 
Dane. Wisc 1274 | 130 Middlesex N.J 1710 92 Stanislaus Calif. | 0914 | 176 
Dauphin Pa. 1555 | 103 Milwaukee. . Wisc .7581 16 Stark. . Ohio 2113 72 
Davidson. . Tenn 2182 71 Mobile Ala. -1614 96 Suffolk Mass. | 7774 15 
Delaware Pa. 2722 58 Monmouth. . . N.J -1513 | 105 Suffolk N.Y. | 1452 | 114 
Denver Colo -3869 38 Monroe. N.Y -3640 42 Summit. Ohio | 3364 46 
District of Columbia ; 7319 17 Monterey... . Calif 0890 | 183 Tarrant. . . Tex | 2977 53 
Douglas Neb. -2667 61 Montgomery. . Ala. 0932 | 173 Travis Tex. -1087 | 145 
Du Page Hl. 0929 | 175 Montgomery Md. 0903 | 181 Trumbull Ohio 1035 | 154 
Dutchess N.Y 0856 | 195 Montgomery Ohio -2889 | 55 Tulare Calif. 1019 | 158 
Duval Fla. 2054 75 Montgomery Pa. 2512 64 Tulsa . Okla. | 1879 85 
East Baton Rouge La. 0950 | 167 Morris N.J 0897 | 182 Union N.J. | 2945 | 54 
El Paso Tex 1155 | 139 Multnomah Ore -4969 29 Vanderburgh Ind. 1286 =| 126 
Erie N.Y 6398 19 Muskegon Mich 0931 | 174 Wake N.C. | 0828 200 
Erie Pa. 1472 | 110 Nassau N.Y 3879 | 37 Washington Pa. 1250 | 134 
Essex Mass. -3432 45 New Castle | Del. 1564 | 102 Washtenaw Mich 0912 | 179 
Essex N.J 8249 14 New Haven Conn 4198 35 Wayne Mich 2 .0664 4 
Fairfield Conn 4215 34 New London Conn 0995 | 162 Westchester . N.Y 5220 | 25 
Fayette Pa. 1068 | 148 New York (Manhattan)| N. Y 2.3315 | 3 Westmoreland. . Pa. 1933 | 84 
Forsyth N.C -1021 157 Niagara N. Y. 1261 | 133 will i. } 0910 180 
Franklin Ohio 3818 39 Norfolk Mass. -2509 65 Winnebago . il. | 1140 =|: 140 
Fresno Calif -2034 77 Norfolk. . Va. .2742 57 Woodbury lowa | 0988 | 163 
Fulton Ga. -3981 36 Northampton. . Pa. -1350 | 123 Worcester Mass 3597 44 
Galveston Tex 0856 | 195 Nueces Tex 0947 | 170 Wyandotte Kans 1356 | 122 
Genesee | Mich. -2010 79 Oakland Mich -2573 63 Yakima. . . Wash 0836 | 198 
Greenville. | $.C. 0386 164 Oklahoma Okla. -2461 67 York Pa .1428 116 
| | 

Guilford. N.C. 1274 130 Oneida ONLY 1495 | 108 
Hamilton Ohio 6121 23 Onondaga. | N.Y. 2323 69 ‘ 
Hamilton Tenn 1485 (113 Orange Calif. 1235 | 136 Wate Aleve Ceustion os 
Hampden Mass -2769 56 Orange N.Y 1054 | 153 
Harris Tex -6301 21 Orleans La. 4224 33 
Hartford Conn 4451 31 Palm Beach Fla. 0877 | 186 
Hennapin Minn 5929 24 Passaic N.J 2687 60 
Henrico Va. 2494 66 Peoria i. 1466 | 111 
Hillsborough Fila. 1410 117 Philadelphia Pa. 1.7939 6 
Hillsborough | N.H. 1066 150 Pierce Wash 1807 87 
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SALES MANAGEMENT 


Yeur ear 


is our customer 


Ons of the big jobs of Bell Labora- 
tories is to make it possible for you 
to hear clearly and without strain 
when you use the telephone. 


So Bell Laboratories scientists 
study what happens inside as well 
as outside your ear when you hear. 


For sound changes the minute it 


WHAT DOES SHE HEAR UP THERE IN THE AIR? ... The young lady 
is suspended on a steel netting in a soundproofed room at Bell 
Telephone Laboratories. From the loudspeakers in front of her come 
sounds differing in frequency and intensity. She seeks to tell one 
from another, recording her judgment by pressing a switch. Mean- 
while, as a check on what happens within her ear, electrical measure- 
ments of the same sounds are made by picking them up through 
a small tube just inside the ear canal. Tests like this on many 


people help build easier listening into your telephone system. 


enters the ear, and measurements 

made even an inch away won't do. BELL TELEPHONE LABORATORIES 

—A great research organization, 
By learning what happens when working to bring you the best pos- 

Peni: he Bell Labor ls - sible telephone service at the lowest 

you hear, De saboratories make possible cost. 

familiar voices easy to identify by 


telephone. This is just one part of Bell Telephone System 


their continuing effort to make serv- 


ky <R 
ice better and to keep it low in cost. === (i) —————— el 


Shucks, All It Takes Is a Dash of 
Imagination and a Few Old Buttons... 


You could have knocked the costume jewelry industry over 
with a rhinestone. Everything was serene .. . then along 
came Agnew. This ex-Gl, who allowed military insignia 
would make nice doo-dads for the girls, may just be lucky. 


Or—he may be cashing in on some superior sales sense. 


This is a most unlikely story. 

It starts with a young GI in Paris, 
footloose in the Flea Market seeking 
a gift for his fiancee. It involves a 
Napoleonic belt buckle and a lumber- 
man from New Jersey. It dips into 
mellow pages of history which recount 
the exploits of such fabulous military 
units as Queen Victoria’s South 
African Regiment, the Black Watch, 
the British Chaplain’s Corps, and the 
Canadian Mounted Police. It ends up 
on 47th Street in New York, in a 
thriving jewelry business that is a 
constant source of astonishment to its 
owners. 

But let’s begin at the beginning of 
this story behind the credit line, 
“Jewelry by Agnew” (or ‘‘Regimen- 
tals by Agnew’), which has broken 
out like a scarlet fever rash in most 
ot America’s fashion magazines dur- 
ing the past 18 months. The story 
demonstrates that it’s still possible to 
break into an over-crowded and high- 
ly competitive industry on a_ shoe- 
string. It reveals just how powerful 
a good basic design idea can be in 
selling. 


SOMETHING OLD, SOMETHING 
NEW: The "new," the idea of stylizing 
military insignia from many famed regi- 
ments for use as costume jewelry .... 
the "‘old,"’ the colorful lore of the regi- 
ments themselves, skillfully capitalized 
by Agnew, Inc., in sales promotion. The 
photos: (right) The Constantine Cross of 
the British Chaplain's Corps is imposed 
upon an 8-pointed star. (left) Brooches 
in two sizes, with matching belt buckle, 
designed with authentic British Coat of 
Arms. (Above) Typically Agnew, pieces 
representative of designs drawn from 
military sources, (top) cap device worn 
until 1945 by enlisted personnel in the 
Polish Army. Originals now a collector's 
item. (Above) Insigne of The Black 
Watch, Royal Highland Regiment. 
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William (“Bill”) R. Agnew,* an 
ex-guitar player then in the United 
States Army, was poking around one 
day in 1945, in the Flea Market in 
Paris, looking for an unusual gift for 
his fiancee. He found a Napoleonic 
belt buckle he thought his lady might 
appreciate as a costume jewelry piece. 
She did. In fact, she was so delighted 
that Agnew decided the girls back in 
the States might be equally pleased 
with some military trinkets of their 
own. 

Accordingly he ended up by buying 
some 180-odd pounds of military 
pieces, including buttons from  uni- 
forms, buckles, shoulder insignia and 
the like, which he shipped back home 
and fashioned into earrings, pins, 
bracelets, clips, and belt buckles. 

Displayed originally in the show 
window of a florist’s shop which 
Agnew’s mother operated on East 
37th Street in New York, the pieces 
immediately attracted the attention of 
fashion editors and prospective cus- 
tomers, who, between them, set up 
something of a clatter. Said Agnew 
recently, ‘I soon realized that I'd 
either have to get into the jewelry 
business or get out. I went in.” 

Agnew immediately got in touch 
with the contractors who supply vari- 
ous foreign governments with the 
blanks for military insignia. He ar- 
ranged to buy stampings. ‘hese were 
later stylized; some were enameled, 


* See “They're in the News,” page 40. 
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How "Ditch-Digging’ Advertising =« 


Helps a Salesman 


... get more business with the same effort 


--- hold business with less effort 


--- build a sound foundation for future business 


"Ditch-Digging" Advertising is simply 
a mechanism that helps salesmen get 
the right story to the right people 
in the right way at the right times 
with the right frequency ... at the 
lowest possible cost. 


It takes thought and effort to build 
that kind of advertising and to make 
it work -- thought and effort on the 
Sales Manager's part and on the part 
of his advertising men and agency... 
working together ... 


- « « FIRST, to find out who are the 
people—-all the people--who specify, 
buy, or influence the specification 
and buying of your product. (Your 
salesmen are calling on some of these 
people, but can they see all of them? 
Do they know all of them?) 


« « « SECOND, to find out what makes 
sense about your product to your 
prospects. (What are the viewpoints, 
prejudices, confusions, and needs that 
might indicate either obstacles to the 
purchase of your product, or sound 
sales approaches?) 


- - « THIRD, to determine how to say 
what needs saying, to whom, and how 
often. (What will improve the view- 


THE SCHUYLER HOPPER Co. 


12 East 41st Street, New York 17, N.Y. + LExington 2-1790 


**DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY” 


points and reduce the prejudices and 
confusions that stand in the way of 
gaining your objective?) 


- « « FOURTH, to select the best 
tools to use--booklets, magazines, 
direct mail, or any other mechani- 
cal means of imparting ideas and in- 
formation. (What part of the sell- 
ing job can be done best by which 
selling tool?) 


That's "Ditch-Digging" Advertising. 
It comes out of the field, not off 
the cuff. It takes effort, time, 
money. But it balances inspiration 
with sweat, providing a maximum of 
results...at a lower cost per sale 
than advertising based on uncon- 
firmed "ideas" alone can produce, 
except by sheer accident. 


We've put together a little 20-page 
booklet called, "'DITCH-DIGGING' 
ADVERTISING THAT SELLS BY HELPING 
PEOPLE BUY.." creg. v.s. rat.oms It describes 
a pattern for the sort of advertis- 
ing that's fueled by sweat. We'll 
be glad to send a copy (no charge, 
of course) to any sales executive 
who thinks it's time to give his 
company's use of 
the printed word 
more muscles. 


DITCH DIGGING 
ADVERTISING 
that sells by 
helping people buy 


some plated, some antiqued, some 
mounted on background findings. 

Cap insignia for the British Chap- 
lain’s Corps, for example, were made 
into lapel pins. A smaller collar device 
became a scatter pin. There were 
pieces based on regimental insignia 
for the Sherwood Foresters, the Scot- 
tish Black Watch. Others from a cap 
device once used by the Polish Army ; 
still others from the Chinese Army, 
the Belgian Army. A splashy decora- 
tion from the uniform of the East 
Yorkshire Regiment, mounted on gold 
and silver sunbursts, became a high 
fashion piece selected and publicized 
by one of America’s most widely 
known clothes designers. 

“Everything,” Agnew emphasizes, 
“is absolutely authentic. We did a 
tremendous amount of research work 
to develop all the background story 
material about each insigne, which 
later became so valuable in promo- 
tion.” 

Enter: The Partners 


‘lwo partners came into the busi- 
ness in 1948. One was William S. 
Palmer, an ex-lumberman from 
Englewood, New Jersey, who was 
something of a craft hobbyist. The 
second was George Osk, another ex- 
musician. Somewhere along the line 
Elizabeth Rich, a fashion promotion 
woman, dropped in to lend a hand. 
She married Osk and settled down 
as the fourth member of the firm. 

Swept along the crest of a wave of 
publicity in such magazines as J ogue, 
Ilarper's Bazaar, Ladies’ Home 
Journal, and Seventeen, the business 
passed a-hundred-thousand-dollar a 
year volume before the company ever 
used a line of space advertising or 
hired a single salesman. (In February 
of this year, the first advertising ap- 
peared in Vogue and Harper's 
Bazaar.) 

‘Today the Agnew line of “regi- 
mentals” is in hundreds of the coun- 
try’s most desirable fashion outlets: 
stores like Lord & ‘Taylor, Ransa- 
hoft’s, Bonwit Teller, Bullock’s, Peck 
& Peck, Abercrombie & Fitch, and 
Nieman Marcus. 

This curious story has the decep- 
tive appearance of happy accident. In 
reality, there are fundamental and 
very practical reasons for the growth 
of the business. Let’s look at some of 
them: 


Price Policy: “The Agnew items 
filled a vacuum in the costume jewelry 
field in the sense that they’re middle- 
price, providing attractive items of 
good taste within reach of the mass 
market. Prices range from $1.50 for 
a very small pin, to $10 for the more 
spectacular pieces, plus federal tax. 
The great majority of costume 
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jewelry that was in the market 
seemed to be in the cheap “junk- 
jewelry” class, or of such high qual- 
ity and design as to be appealing to a 
strictly class clientele. 


Design Foresight: The costume 
jewelry field was starved for ‘‘some- 
thing new.” Agnew had the imagina- 
tion which enabled him to visualize 
the possibilities for utilization of regi- 
mental insignia as the basis for 
jewelry pieces. In this respect his ex- 
perience provides a suggestion to com- 
panies in other lines of business where 
design is an important factor: Look 
a-field for new design ideas, get away 
from adherence to traditional sources. 


Promotion Sense: Agnew has util- 
ized the inherent “color” of the his- 
tory behind each individual piece to 
derive altogether fresh promotion 
slants on costume jewelry. Each piece 
carries a printed description of the 
identity and background of the mili- 
tary unit from which it derives. As 
an example, this copy accompanies a 
pin developed from insignia of The 
Black Watch: 

“The Black Watch is the oldest 
Highland regiment in the British 
Army. In 1739 a regiment was 
formed which became, later, the 42nd 
(now the Ist Battalion). It served 
with the Duke of Cumberland’s 
forces in quelling the ’45 rebellion. 

“In the West Indies, the 42nd 
assisted in capturing Guadeloupe and 
Martinique from the French. They 
fought in the American War of In- 
dependence from first to last. They 
carry nine battle honours of the 
Peninsular War, and fought at 
Waterloo. As well as in the Crimean 
War, they saw service under Camp- 
bell in the Indian Mutiny, in Egypt 
and on the Nile and the whole of 
the Boer War. 


“In the war of 1914-18 the twenty- 
five battalions played a great part, 
the regiment’s first engagement being 
in the retreat from Mons.” 

Purchasers seem to derive unusual 
pleasure from ownership of a jewelry 
piece about which there are interest- 
ing and colorful things to be said. 
Each becomes a “conversation piece.” 
Wearers thus advertise Agnew and 
arouse the appetites of their friends 
for something similar. 


Fashion Tie-ups: From the _begin- 
ning, the Agnew organization has 
gone to considerable pains to make 
Agnew pieces available to clothes 
manufacturers who are showing fash- 
ion photos in advertising, and to 
magazine editors who are preparing 
fashion editorial features. Thus the 


pieces have been shown numberless 
times against the backgrounds for 
which they are intended—tied im- 
mediately into their use as accessories 
for the street and sports clothes which 
are so characteristic of the American 
fashion scene. It isn’t possible to buy 
publicity of this kind, or to generate 
it synthetically; it springs from a 
basic newsworthiness, which the 
Agnew items definitely had. 

The February cover of Seventeen, 
for example, showed a model wearing 
an Agnew piece derived from the in- 
signe of the King’s Royal Rifle Corps. 

Such fashion tieups are usually 
converted into direct mail pieces 
which go to buyers, accompanied by a 
sales letter. The business has been a 
consistent user of mail promotion. 


Demonstration: Through watching 
for listings of buyers’ arrivals in the 
New York market, and timing pro- 
motion to reach them at their hotels, 
Agnew has induced many to come to 
the New York showroom. On these 
occasions, and in such calls as could 
be made in the field with the limited 
staff, emphasis has been placed on 
demonstration of how the various 
jewelry pieces should be worn. Buyers 
from specialty shops particularly have 
taken an interest in training their 
salespeople to suggest Agnew pieces 
to go with specific costumes. ‘The com- 
pany learned of one instance where, 
with this ensemble type of selling, a 
salesgirl sold a customer a $20 dress, 
then sold $25 worth of Agnew 
jewelry to go with it! 


Keeping Abreast of the News: 
Fashion is a fast-moving business. 
Agnew is continuously creating some- 
thing new without departing far from 
the concept that the ‘‘regimentals” are 
the backbone of the line. They watch 
for promotion tieups which keep the 
products in the news spotlight. The 
release of the motion picture “Joan 
of Arc” offered an opportunity for 
promotion of fleur de lis pins. A 
similar tieup was made with “Por- 
trait of Jenny.” The rise of the Ed- 
wardian influence in apparel, which 
the fashion grapevine picked up dur- 
ing the winter, brought about the cre- 
ation of a series of Edwardian fobs 
for showing this spring. 

All in all, strict reporting of fact 
would indicate that while the tran- 
sient thought that led Agnew to haul 
a batch of buttons, buckles and bibe- 
lots from the Flea Market to Engle- 
wood just “on suspicion” might 
properly be classified as inspired 
hunch, most of the remainder of the 
story simmers down to intelligent ap- 
plication of a few tested rules ot 
sound marketing practice. 
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Young man’s world 


These four men caused a minor business revolution 
20 years ago by new field-selling techniques ina 
nationwide business. 

But the more the new company grew, the more these 
men-with-vision were bound to the home office. They 
were becoming mere legends to employees in the field. 
The business began to slow down. 

But not for long. The company bought a twin- 
engine Beechcraft Executive Transport and put fleet 
1-place Bonanzas in the field. Because these business 
planes can make a 75% reduction in business travel- 


Bonanza Model A335 


MAY 1, 1949 


BEECHCRAFTS 


ARE THE 
. AIR FLEET OF 
' AMERICAN BUSINESS 


time, adequate field work was once again possible. 
With new and complete mobility of action, manage- 
ment really started managing again. 

Now their business is bigger than it ever was be- 
fore, and there’s even more time for rest and relaxa- 
tion. They're youngsters again in a young man’s 
world—and this is something the most fabulous salary 
could not purchase for them. 

@ A note on your company letterhead will bring an informative 


60-page brochure on “The Air Fleet of American Business.” 
Address Beech Aircraft Corporation, Wichita, Kansas, U.S. A. 


Executive Transport Model 18 
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FIRST: The Tacoma-Seattle retail trad- 
ing zones—the" Puget Sound Circle” 
—account for 55% of Washington 
State’s total business volume. You 
must have /u// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


Write for latest circula- 


tion and coverage figures 


—or See 


Sawyer, Ferguson, Walker Co. 


News Tribune 


Represented Nationally by 
The Sawyer, Ferguson, Walker Co. 
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Powder-Rattle Drive 


An innovation in the baby field is 
being introduced by William G. 
Mennen, Jr., vice-president in charge 
of research and grandson of the late 
Gerhard Mennen, founder of the 
Mennen Co. The new product is a 
Mennen baby powder metal container 
with a rattle on top. 

Made of tenite plastic, the bright 
pink rattle is locked to the closure- 
top as an integral part of the familiar 
blue and white striped Mennen 
powder can. It has been designed to 
serve as a contrast in color scheme to 
catch and hold the baby’s visual as 
well as audio attention. With an in- 
crease of 4+ cents over the price of the 
regular nine ounce container, it will 
be available for 53 cents through 
drug, department, and chain stores 
and represents added value as a 
ready-made toy when its lifetime as a 
powder can has expired. 

The advertising campaign for this 
product is being handled by Grey 
Advertising Agency. Four-color ad- 
vertisements have been placed in Life, 
starting June 27. Full and one-half 
pages are scheduled for Parents’ 
Magazine, True Confessions, True 
Story, Woman's Tlome Companion, 
and The American Weekly, and ad- 
vertising (generally one-fourth pages ) 


is being carried by metropolitan 
newspapers in key city markets 
throughout the United States. 

Commercial radio time has been 
purchased on behalf of the Mennen 
Co. on 47 stations throughout the 
country. Each of these will carry 15- 
minute daily programs sponsored by 
Mennen during a 24-week period. 

A coast-to-coast radio contest cen- 
tered around the new baby powder 
can gets under way on May | 
through the Feature Bureau Syndi- 
cate. Approximately 100 women’s 
radio programs plan to conduct a con- 
test on “‘how to amuse baby at diaper 
changing time.” From this program 
alone daily announcements of Men- 
nen’s rattle-top powder can will 
reach more than 8,000,000 women 
listeners every day during the two- 
week period of the contest. 

Business press advertising will em- 
brace pharmaceutical, variety, infant 
and department store publications. 
Advertisements of the new Mennen 
product have been accepted by the 
Journal of the American Medical 
Association and will appear in forth- 
coming issues. 

An additional consumer advertising 
medium for copy and illustrations of 
the product is the baby book, and 
leading publications in this category 


such as Baby Talk, American Baby, 


PLASTIC PINK RATTLE tops the familiar blue-and-white striped baby powder 
can, Mennen's newest product-bid to catch baby's attention during diapering 
and which becomes a more exciting plaything than ever when powder is all gone. 


SALES MANAGEMENT 


Bab 
latic 
day 
cart 


by 
rad 
ploi 


nov\V 
no 
cul 


a, = 6h —— 


Baby Manual, Baby Time, Congratu- 
lations, Modern Baby, My Baby, To- 
day's Baby, and Your Baby will 
carry advertising. 

In addition to this advertising cam- 
paign, publicity is being disseminated 
by Bert Nevins, Inc., via extensive 
radio, television and newspaper ex- 
ploitation on behalf of the new item. 

The introduction of the new 
novelty powder container will have 
no bearing on the availability of the 
current Mennen baby powder line. 


THAT'S WHERE Simmons Beautyrest mat- 
tresses go—to both sides of the track— 


the company discovered when it surveyed 
Syracuse, N. Y., as it cased today's market. 


Beautyrest Campaign 


The Simmons Co., makers of 
Beautyrest and other mattresses, is 
founding its current advertising and 
sales promotion upon two questions 
—and the answers to same. 

The first question is “Who buys 
the $59.50 Beautyrest mattress?” 
The second, “How to overcome sell- 
ing 2 pig in a poke—such as a mat- 
tress when no one can see inside the 
‘package’ ?” 

Answer to the first question was 
found to be “Everybody.” Simmons 
took a representative city, Syracuse, 
N. Y., and called at every home of 
the people who bought Beautyrests 
trom two furniture and two depart- 
ment stores. Simmons discovered that 
ot all Beautyrest buyers, 51% were 
Wage earners, 29% white collar 
workers, and 20 business executives 
or professional people. Simmons has 
concluded that “Beautyrest is a class 
product that sells to a mass market.” 

Next, to get the pig out of the 
poke, Simmons punched a hole in 
the package—of the Beautyrest and 
of one of their cheaper mattresses. 
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The holes were overlaid with trans- 
parent plastic windows. ‘These ‘X- 
Ray mattresses” were then mounted, 
side by side, and displayed in a lead- 
ing New Haven, Conn., furniture 
store. During the preceding month 
26.6% of all mattresses sold in the 
store had been Beautyrests. In the 
following month, with the new X- 
Ray mattress display installed in the 
bedding department, 51.40% of all 
mattresses sold were Beautyrests. 

The Simmons Co., therefore, is 
directing its national advertising to 
the mass market. Likewise, its sales 
promotion and merchandising is tied 
in with the X-Ray mattress display. 

General magazines carrying the 
Beautyrest story during the first six 
months of 1949 are Life, The Satur- 
day Evening Post, Good ITousekeep- 
ing, Ladies’ THlome Journal, The 
American Ilome, Better Hlomes and 
Gardens, The Bride's Magazine, The 
Bride's Reference Book, Meade moi- 
selle’s Living, Country Gentleman, 
and The American Weekly. Their 
total circulation is 35.091,818 and 
they will deliver 91,752,848 messages 
for Simmons. 

Cooperation with furniture and de- 
partment stores includes newspaper 
advertisements, display material, sell- 
ing assists for the sales forces, direct 
mail, and the bie display for the 
dealers’ bedding departments—the 
X-Ray mattresses themselves. 


Crosley's Singing Premiére 


To promote sales of its Shelvador 
refrigerators during the spring and 
early summer, Crosley Division, Avco 
Manufacturing Corp., has entered 
upon an extensive selective radio cam- 
paign using singing commercials. In 
all distributor cities, 211 radio sta- 
tions are carrying the messages 10 
times each week during April, the 
cost being borne entirely by Crosley. 

For the months of May, June and 
July, Crosley is making these com- 
mercials available to its distributors 
and dealers on a cooperative basis. 

The material, prepared by Benton 
& Bowles. Inc.. is Crosley’s first ven- 
ture into the singing commercial field. 

Other major media will include a 
half-hour television show to be 
broadcast in every TV city in the Na- 
tion, a consistent national, business 
and farm magazine schedule, and a 
series of large-size factory-paid adver- 
tisements, supported by smaller ver- 
sions to be released by dealers on a 
cooperative basis. 

Crosley will spend more than $6,- 
000,000 this year, exclusive of dealer 
expenditures, in advertising and pro- 
moting its complete line of products. 
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| “TESTED 
Sales STRATEGY” 


Sales Executives ... 
26 Basic Sales Strategies that proved sue- 
cessful in directing more than 1,400 sales- 
men... are yours for the asking. 
Here are bed-rock tested principles that 
apply to salesmen who sell. Principles 
you will agree with . . . New strategies 
you can apply now .. . profitably! 
“Tested Sales Strategy” shows: 
* How to rethread an interrupted 
sales talk with V.P.S.’s 
* How to reduce sales apathy 
* How to find weaknesses in sales 
talks 
* How to successfully refuse to 
talk to subordinates 
* How to know when the prospect 
is telling a falsehood to avoid 
buying 
¢ 21 other tested, successful sales 
principles 


Here is How 
You Receive 

“TESTED 
SALES STRATEGY” | 
Asa 
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“Tested Sales Strategy’’ is sent to you without 
charge with a one-month subscription to the 
SALES MANAGER’S IDEA LIBRARY. 

The Library is a new service. It is a living 
idea file you can refer te constantly in build- 
ing campaigns, sales training programs, sales 
contests, sales controls, sales presentations that 
click! . 

Each month a minimum of 16 11” x 
pages are presented . . actual reproductions 
of successful material—every word is plain to 
read. Only profitable, successful sales ideas are 
shown, together with the thinking behind them. 

In addition, you receive “Changing Markets,” 
a monthly newsletter devoted to marketing 
news; “Institute of Publie Service,” a news- 
letter that gives sales management the national 
picture; “Sales Manager's Idea Exchange” con- 
ducted by a board of top-drawer sales execu- 
tives who answer timely questions. 

Fill in and mail the coupon today. With to- 
day’s tightening markets demanding a return 
of good sound sales methods, executives know 
they must take advantage of every sales help. 


ONE MONTH Get Aquainted Offer! 


” 
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l To: National Research Bureau, 
Dept, T2, 415 N. Dearborn St. 

| Chicago 10, Illinois 
1. Send me as a gift, a copy of “Tested 
| Sales Strategy.” 
Include the current monthly issue of 
| “Sales Manuger’s Idea Library.” 

3. I understand we will be invoiced for 
| $1.06 to cover the current monthly 


issue. We can cancel at any time after 
the first issue, or continue on a 
month-to-month basis. 
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Washington 
Needs 


To Be Sold 
On Selling 


BY PHILIP SALISBURY 


Editor, Sales Management 


The U. S. Department of Labor 
issued last month Bulletin 940, called 
“Occupational Outlook Handbook.” 
It purports to be a “complete guide 
of employment information on major 
occupations,” and was prepared in 
cooperation with the Veterans Ad- 
ministration. It is a 456-page book 
and is available through the Super- 
intendent of Documents, U. S. Gov- 
ernment Printing Office, at $1.75 a 
copy. 


That's All! 


Four hundred fifty-six large-size 
pages—and exactly one page of copy 
and one full-page chart devoted to 
selling! 

If selling is short-changed, who is 
to blame? In our opinion Washing- 
ton shouldn’t be blamed, or the par- 


ticular individuals who worked on 
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MAJOR SALES OCCUPATIONS “a 
EMPLOYMENT, 1940 


THOUSANDS OF WORKERS 
TYPE OF SALES PERSON fo) 100 200 300 400 500 600 
T T —_ 


Traveling Salesmen and 
Sales Agents 


Food Store 


Department and General 
Merchandise Store 


Insurance Agents and 
Brokers 


Clothing and 
Accessories Store 


Automobile and 
Auto Parts 


Real Estate Agents 
and Brokers 


Convassers and 
Solicitors 


Drug Store 


Limited Price 
Variety Store 


Hardware Store 
Newsboys 


Furniture Store 


Hucksters and 
Peddlers 


Shoe Store 


TmUMBER OF MEN TOO FEW TO SHOW OW Crant 
*mUMOL® OF WOMER TOO Em TO SkOWw OF CHaRT 
Sevree US Gute. OF THE COmsuS 


UNITED STATES DEPARTMENT OF LABOR 
UREA OF LABOR STATISTICS 


"The number of jobs in selling will not increase as much as in other occupational 
fields," says the Veterans Administration—Department of Labor 456-page book, 
“Occupational Outlook Handbook.” Based on the amount of space devoted to 
each occupation, carpentering, electroplating and literally scores of other jobs 
are far more important than selling. This field is handled with sour grace, indeed. 


this book. The sales management 
profession should be blamed. 


There is no reason to believe that 
the individuals in the Department of 
Labor and the Veterans Adminis- 
tration who prepared the book have 
anything against selling, but it is 
certainly obvious that they know 
little about the functions performed 
by salesmen or about the present 
needs and opportunities in the field. 

The blame rests squarely on the 
shoulders of the sales executives of 
the country and on organizations 
such as our SALES MANAGEMENT 
magazine. We just haven’t bothered 
to sell selling to Washington. 

Yes, we have done a little bit, but 
not much. Two years ago, the com- 
mittee appointed by the National 
Federation of Sales Executives, un- 
der the chairmanship of Herb Metz 
of the Graybar Electric Co., cooper- 


ated with the Department of Com- 
merce in bringing out a 25-cent 
pamphlet, “Opportunities in Selling,” 
packed with down-to-earth chapters 
of the various phases of selling writ- 
ten by a dozen leading executive 
members of N.F.S.E. Approximately 
50,000 copies of the booklet were 
sold by the Government up to mid- 
July, 1948. Considering the length 
of time it has been out, it is the 
best-selling book ever to bear the 
Department of Commerce imprint. 


It Isn't Catching 


You might think that with the 
Department of Commerce showing 
an agreeable awareness of the im- 
portance of selling and the oppor- 
tunities in selling, that other Wash- 
ington departments and _ bureaus 
would get some “religion’’ from the 
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SPOT MOVIE ADS in theatres sell Gibson refrigerators, home 
freezers and ranges for local dealers. Produced like Hollywood 
shorts, with professional direction and professional actors, Spot 
Movie ads provide the only national medium that sells by demon- 
stration — sight, sound, action — in color or black and white. 


Alf 


ACTION demonstrates special advantages of Gibson appliances. 
Movie ads are adaptable to your sales approach. You can use them 
in selected markets or on a national scale in over 13,000 theatres — 
in big cities and small towns. You can use them with or without 
local distributor or dealer signatures. 


iibson Sells home Appliances 
BY Movie Thea 


re Demonstrations 


Advertising Agency: W. W. Garrison & Co. 


LIKE A STORE DEMONSTRATION, specially staged, Gibson 


Spot Movies in theatres get across the features of Gibson products 
while prospects are relaxed, receptive. They guarantee virtually 
100% attention because they are like a movie short in the theatre’s 
program. Each carries the name and address of the local dealer. 


PRODUCED with professional skill, Gibson Spot Movies are also 
professionally distributed. Movie Advertising Bureau Members 
sign up the dealers, help them select theatres, create the “trailers” 
which show the local store’s name, and handle scheduling and bill- 
ing. Bureau Members can do the same for you. 


ATTENTION SALES EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or write 
for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 
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NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
* } Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


KANSAS CITY CLEVELAND 
Pst Charlotte St. 400 Leader Bidg. 
hone: Harrison 5840 Phone: Main 9333 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


SAN FRANCISCO 
870 Market St. 
Phone: YUkon 6-6164 

MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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JESSIE’S NOTEBOOK 


doesn’t let 
the Housewife 
Forget! 


Food and Household Product ad- 
vertisers can afford Continuity 
(every week in the year) through 
Jessie's Notebook because it de- 
livers tremendously high reader- 
ship of compelling, authoritative 
small copy. 


That’s AWFULLY 
important in 
this Buyer’s 
Market 


JESSIE'S Mo2So0k 


420 Lexington Avenue 5 No. Wabash Avenue 
New York 17, N. Y. Chicago 2, Illinois 
Lexington 2-1434 Financial 6-1051 


==> SALESMEN 


LOOK SUCCESSFUL - BE SUCCESSFUL 
WITH THE RIGHT SALES EQUIPMENT 


@ Replace your worn, obsolete 
sample cases. Give your men a feel- 
ing of confidence in their product 
and their own personal appearance 
in today’s competitive market. 

A COMPLETE SALES CASE 
LINE. Specials made to your exact 
specifications. 

Write for our complete leather 


goods catalog and circulars. Prices 
and samples. DEPT. SM. 


lee-Robert Co. 


29 E_ MADISON ST... CHICAGO 2, ILLINOIS 
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Department of Commerce. The sad 
facts of life, however, are that all 
of these Government institutions op- 
erate as distinct entities and almost 
as competitive corporations. 

Because a number of Government 
organizations in Washington get out 
material which deals directly or in- 
directly with selling, it is important 
that both individually and collective- 
ly, through clubs and associations, 
the sales executives of the country 
should go out of their way to make 
selling better understood in such 
places as the Bureau of Agricultural 
Economics of the Department of Ag- 
riculture, the Internal Revenue Bu- 
reau, the Bureau of Labor Statistics 
of the Department of Labor, and the 
Federal ‘Trade Commission. 

We can—and should—send edu- 
cational materials to people in these 
bureaus and departments, and we 
should do personal missionary work 
on them when business trips call us 
to Washington. 

Most certainly there is a challenge 
to the associations in our field—to 
the National Federation of Sales 
Executives and to the more recently 
founded National Distribution Coun- 
cil. Books such as this give emphasis 
to the need for fighting, articulate as- 
sociations which represent the field 
of marketing. 


As An Example 


‘Take the Department of Agricul- 
ture as an example of a place where 
such education is greatly needed. At 
the recently concluded Congressional 
Economic Hearings, Secretary of Ag- 
riculture Brannan laid the ground- 
work for what is likely to be a con- 
tinued sweeping attack on the profits 
of middle men and processors in the 
food field. What he wants is not 
only a larger income, but a larger 
share of the consumer expenditures 
for food products, for the farmers. 
In his testimony, Mr. Brannan made 
it very clear that he doesn’t consider 
that the farmer is getting a fair 
price; he thinks that those engaged 
in transporting, processing, selling 
and advertising food products are 
enriched unduly and at the expense 
of the farmer. 

SM has reason to predict that the 
Administration has just begun to 
fight along these lines, and that in 
the final three years of the “Truman 
Administration marketing-distribut- 
ing-selling will be in the Washington 
frying pan with food chosen as the 
prime example, plus an implication 
that consumers are paying much too 
much for all products. ‘This makes 
it doubly important that marketing 
men make more and more people 


understand the contributions they 
make to the general economy. 

The Labor Department—Veterans 
Administration book “Occupational 
Outlook Handbook” makes some in- 
teresting observations about selling 
in addition to devoting a one-page 
chart to the number of salesmen in 
various lines, divided between men 
and women. (See reduced illustra- 
tion. ) 


Their Findings 


They find that there has been only 
moderate growth in employment in 
sales occupations in recent years. “By 
1940, after nearly a decade of de- 
pression, there were many people 
working in sales occupations simply 
because they had no other job.” 

Well, maybe so, but there seems to 
be a clear implication in that state- 
ment that selling is not a desirable 
occupation, but instead is something 
a man or woman does only if no 
better jobs are available. This book 
is aimed particularly at veterans, and 
such a statement does not tend to 
encourage these boys to take up sell- 
ing as a Career. 

Another, and extremely interesting, 
observation about selling is the state- 
ment, “Employment in sales occupa- 
tions has increased only half as much 
since 1940 as total employment in 
wholesale and retail trades.”’ 

Very probably this statement is the 
truth, for the Bureau of Labor Sta- 
tistics has more employment data 
than any other governmental or pri- 
vate body. If it’s true, it highlights 
the contention that we need many 
more salesmen—perhaps at least 
twice as many—as we have today if 
we are to continue to provide rela- 
tively full employment for our great- 
ly expanded factory labor force and 
generally increased productivity of 
our factories and farms. 


Final Note 


The one-page chapter on ‘Sales 
Occupations” ends with a rather sour 
note, one of several that hardly en- 
courage the veteran to take up sell- 
ing. This is what it says: 

“In view of the moderate growth 
of sales occupations in the past, how- 
ever, and the continued extension of 
self-service stores, it does not seem 
likely that the number of jobs in 
selling will increase as much in the 
future as will some of the other oc- 
cupational fields.” 

And that, friends, is how the 4+56- 
page tome of information handles 
selling—one page of assorted halt 
truths and misinformation and a 
chart of one page. 
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So you are misguided enough to 
think that selling is important in the 
Nation’s economy! Don’t kid your- 
self. Why, selling is absolutely noth- 
ing compared with such occupations 
as kindergarten teachers (approxi- 
mately 2 pages), pharmacists (2 
pages), barbers (one and ™% pages), 
radio operators (2 pages), carpenters 
(3 pages), plumbers (31% pages), 
foundry workers (51% pages) and 
countless others which, according to 


the amount of space given the occu- 
pations, are played up as far more 
desirable than selling. 

But don’t blame Washington—too 
much. It’s more the fault of the 
shrinking violets who make up the 
sales profession than the hard work- 
ing and earnest souls who wrote this 
book, doubtless with the most sincere 
and honest intentions of rendering a 
real service to our millions of vet- 
erans. 


me ISLAND RAIL Road Time TABLES 


The Long Island Talks Back 


Any New Yorker knows what a beating the Long Island Railroad 
takes almost every day in the eyes of the public. Late trains, broken 
driving rods, and a train taking the wrong turn make almost daily 
news. But usually overlooked in the banter at the Long Island’s ex- 
pense are the annual deficit, and the company’s $18,509,000 improve- 
ment program. 


As another step to take the public into its confidence, the Long 
Island has set up in waiting rooms Porto-Sound continuous projec- 
tors. Each projector shows 2 one-minute movies depicting the rail- 
road’s problems. The first, “Just a Minute,” is an animated cartoon 
drawing the public’s attention to the road’s losses. ‘The second, also 
animated, is ‘‘Low Ceiling.” It deals with the belief that the Long 
Island is over-charged for its use of the Pennsylvania Railroad (the 
parent company) station in New York City. 
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WHAT'S YOUR NEWS? 


on products? @ on prices? 
on facilities? @ on personnel? 


REACH CHEMICAL BUYERS WITH 
IT EDITORIALLY EVERY WEEK! 


Get that news to OPD editors 
before 4P.M. Friday. 


Paper delivered 9 A.M. Monday to majority of 
12,000 people who BUY chemicals and related ma- 
terials. Each weekly issue carries 5,000 to 6,000 cur- 
rent market quotations! 


The Whole Week’s Round-Up of Chemi- 
cal News from Seller to Buyer in 
One Business Hour! 


Put OPD on your list for every price change you send 
your salesmen or distributors. 


, , ci 
Oil, Paint and 


your products, facilities and personnel. 


Drug Reporter 


THE CHEMICAL MARKET AUTHORITY 
SINCE 1871 


Schnell Publishing Co., Inc. 
59 John Street, New York 7 


e@Cleveland 22—H. G. Seed, 17717 Lomond Blvd., Long. 0544 
eLos Angeles 14—The Robt. W. Walker Co., 684 S. Lafayette 
Park Pl. Drexel 4338 @ San Francisco 4—The Robt. W. Walker 
Co., 68 Post Street, SUtter 1-3568. 


we've Corralled 
The Western Market! 


Management’s stampede for 
PLUS food merchandising has 
swarmed to WESTERN FAMILY... 
the most potent food-buying force 
in the West. 


1 Western Family saturates the 
richest part of California .. . 
read by 385,204 home-makers 
pouring through retail grocery 
stores served by Certified and 
Spartan Co-Ops—responsible for 
51.2% of all retail food business 
in Southern California. 


2 Dominates Washington State’s 
most important market area... 
Western Family is distributed to 
72,684 grocery-buying women 
through Associated Co-Op stores 
—annual volume 85% _ higher 
than the average in the state. 


WESTERN FAMILY 


1300 N. WILTON PL., HOLLYWOOD 28, CAL. 


THE MARKET: 


Advertising offices: 551 Fifth Avenue, New 
York 17, VA.6-3971; 3383 North Michigan Ave- 
nue, Chicago 1, RAndolph 6-6225; Suite 
2, Penthouse, Mills Building, San Francisco 
4, GArfield 1-7950; 1916 Occidental Avenve, 
Seattle 4, MAin 8234. 
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Are Your Letters Like 
The Surrey with the Fringe on Top? 


BY HOWARD DANA SHAW 


Have you checked the bromide quotient in your business 
letters? Do you write 18th Century expressions to 20th 
Century prospects? Mr. Shaw's check-list shows you how to 
cut out the platitudes and be your self when you write. 


When we talk in our dreams, ac- 
cording to a report by Dr. Louise 
Pond of the University of Nebraska, 
there is a tendency toward pompous 
language. 

Some people speak in a stuffy, four- 
flushing style when they are awake, 
but in this day and age most friendly, 
well-balanced folks try to speak in a 
natural way, whether in conversation 
or on the platform. Men and women 
who take life seriously strive to sound 
sincere, to put smiles in their voices, 
to think of the effect of their words 
on the listeners. 

Unfortunately, numbers of these 
same people, when they write or dic- 
tate letters, sound like something out 
of Aunt Emma’s curio cabinet. A 


peculiar intellectual paralysis sets in 
and they begin to use a stilted dream 
talk that reminds one of an 18th cen- 
tury lawyer who is afraid to come 
right out and say what he means. 
When letter experts get together 
this subject is high on the agenda. 
Business officials deplore the custom. 
Yet still they come: tens of thousands 
of business communications couched 
in this hackneyed letter jargon of 
another day are being dictated this 
minute. The mails are full of them. 
Here’s the first paragraph of a let- 
ter I received the other day: “We 
have at hand yours of the 15th instant 
and would wish to state that we can- 
not let shipment go forward on your 
valued order No. 1348 until the un- 


“I’m just cooling my heels!” 
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dersigned is apprised of desired color 
a 

Is this weird letter as bad as it’s 
cracked up to be? What is its effect 
on the reader? What should we do 
about it? 

Suppose we put down an abbrevi- 
ated glossary of these corny terms and 
phrases, so we agree on what we're 
talking about: 


your kind favor 

your valued wishes 

your esteemed patronage 

your kind indulgence 

contents duly noted 

agreeable to your request 

in accordance with your wishes 

beg to advise (acknowledge, re- 
main, etc.) 

in receipt of 

according to our records 

the writer, the undersigned 

please be advised that 

under separate cover 

we take this opportunity 

this is to inform you 

as per your request 

referring to yours of even date 

regret to advise 

pursuant to 

at an early date 

at your earliest convenience 

in due course 

thanking you for past favors 

thanking you in advance 

in settlement thereof 

trusting this information will be 
of interest 

have at hand, have before me 

the pleasure of a reply 

and oblige 


There are hundreds of these 
strange twists of language that have 
been passed down from generation to 
generation of letter writers. Perhaps 
many of these expressions were fit- 
ting in a more flowery age, but today 
they seem like a form of mental stut- 
tering. Like the groping public speak- 
er who fills in with wh and er while 
he tries to think, the unsure letter 
writer covers his embarrassment by 
snatching threadbare phrases off the 
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Here is the secret of 
increasing building supply sales down South 


| 
Southern favayl Nexe | is com -sense, proven r — 
r BVILON TS SUvVLIz3 Use this common , proven approach—get 


MORE volume from America’s MOST ACTIVE 


building market. Conditions were never better. 


SEVENTY-SIX PERCENT of the population down South 
is located in small towns, cities of under 25,000 
population and surrounding rural areas of each. 


For that reason the majority of the market’s lum- 
ber and building supply outlets are in these smaller 
communities. And there’s your lead for getting 
MORE volume out of the Southern building boom— 
sell to and through the small town dealers! Time 
and again, manufacturers have demonstrated that 


this approach is the real key to mass Southern 
selling. 


When you place your advertising message in 
Southern Building Supplies, it goes straight to these 
dealers who control the bulk of the business down 

South & Southwest accounted dD South—and at the same time enables you to crack 

for 34%, of all the Nation's dwell- 2? down 100% on the region’s big metropolitan out- 

ing units built in 1948, Ll XxX lets. Circulation is 10,000 monthly, reaching 9,166 

retail and wholesale lumber and building supply 

dealers throughout the entire South and Southwest. 
You can build business with S. B. S. 


SOUTHERN BUILDING SUPPLIES 


806 Peachtree St., N. E. © Atlanta 5, Ga. 


Southern & Southwestern 1948 
farm income $9 Billion—nearly 
4-times the 1940 figure. 


Advertisers have used the Smith Publications 
profitably for more than 50 years. 


If you are interested in the sales possibilities of 

your product in the 19 Southern and Southwestern 
states, the Smith Publications can be of service to you. 
Because of long and familiar association with the 

) market it is probable we can supply you with 

| information not readily available through general 
sources. Smith representatives are located in 
principal cities, as listed in SRDS. Contact 

the one nearest you, or write— 


W. R. C. SMITH PUBLICATIONS 


806 Peachtree St., N. E. ¢ Atlanta 5, Georgia 


y ~ 
Textile Industries is the Smith 


national publication. Gives 
superior coverage of all 
branches of the U. S. textile 
manufacturing market. 


Sa 
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shelf to piece out the lapses in his 
mental processes. 

To the reader this celluloid-collar 
talk is a signal that the writer con- 
siders letter dictation a disagreeable 
chore. Instead of a golden opportu- 
nity to build good-will, the dictator is 
thinking of “getting rid of” his mail. 
At least that’s the way it appears to 
the fellow on the receiving end. 

What is a letter, and what’s it for? 

We wouldn’t write letters if we 
could call in person, or if we could 
make contacts by telephone (conveni- 
ently and economically). In business 


relations, the personal call comes first, 
and the call by telephone comes next. 
A letter occupies third position and 
is a substitute for the direct personal 
visit. That’s the best definition of a 
letter: a substitute for a personal call. 

Let’s sit where the other fellow 
does, and take a look at our callers. 
When a man comes in the door, we 
instantly begin the sizing-up process. 
Before he opens his mouth, we see 
the clothes, the carriage, the air of 
confidence. While he talks, we are 
doing two things: listening and at the 
same time seeking to ‘read between 


GREAT INDUSTRIES 1 tue 


Growing GREENSBORO MARKET 


© PERLEY A. THOMAS CAR WORKS, Inc. © 


Representing one of the largest single operations of its kind in 
America =the Perley A. Thomas Car Works is the South's larg- 
est manufacturer of School Buses annually producing over 2000 
units sold in every State from Maine to Florida and as far West 
as Kentucky .. . another indication of the diversified industrial 
activity in the Greensboro Market. 


Focus YOUR sales promotion on the $594,244,000* Sales Poten- 
tial or Net Buying Income of the 593,300 people who live and 
work in the Greensboro 12 County ABC Area through the NEWS 
and RECORD with more than-90,000 daily circulation and 60%, 


coverage of the market. 


60 


*1948 Sales Management 


Greensboro 


News and Record 


GREENSBORO, N. C. 


Represented by Jann & Kelley, Inc. 


the lines” to find out what kind of 
man he is—especially what his atti- 
tude is toward us. If he is wise, he 
strives to appear service-minded, 
thoughtful, tolerant and, above all, 
friendly and human. He knows that 
his emotional force reacts on us elec- 
trically and is more important than 
the dictionary meaning of the words 
he uses. 

A letter has personality, too. It is 
the spirit or attitude, and it’s the 
most important thing about a letter. 
The reader is probably swayed above 
all by two qualities in a letter: It 
must be clear, and it must be friendly 
in tone. Mail-order men have learned 
the hard way about tone, and have 
put it in an important position. 


Friendly Approach 


Here’s the important thing about 
tone in a letter: We can size up a 
salesman’s personality by his manner, 
the light in his eye, the way he re- 
sponds. In a letter, aside from the 
letterhead design and the way the 
message is set up on the page, we 
have nothing but words to go by. 
The attitude of the writer must be 
right, but that isn’t enough. He must 
learn to let it show through, and 
that involves learning how to write 
from the viewpoint of the impact on 
the reader. 

To write in language that carries 
personality, we must specificaily 
avoid anything that is stiff and 
literary, anything that is abstract or 
formal, anything that sounds. artifi- 
cial or insincere. We must use folk 
words—the terms we hear in homes, 
stores, shops. 

Sit in your office, if you will, and 
let your secretary usher in a man 
wearing a George Washington cos- 
tume and sleep-talking like a 1776 
school teacher trying to imitate a 
slightly daffy lawyer. His manner is 
as out of place as is his apparel. His 
language is stiff and not clear. You 
wonder what he’s driving at. His 
personality is hidden under a blanket, 
and there’s no chance of establishing 
a friendly bond of communication. 


Straight Talk 


Quite a contrast, isn’t it, with the 
pleasant salesman who puts himself 
over so well? When you read the 
next letter peppered with those cob- 
webby phrases—which probably will 
be today—see if you don’t agree that 
there is almost as much contrast be- 
tween it and what a straight-talking 
human letter should be. 

Letters modeled after our Revolu- 
tionary War masaquerader are costing 
somebody a lot of money. When we 
consider the effect of a letter (substi- 
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tute for a personal call) on a cus- 
tomer, a salesman, or a dealer, it’s 
worth checking into some of our own 
efforts to see how badly this disease 
is infecting our correspondence. A 
good letter should have a good per- 
sonality. “hat means its words and 
sentences should sound _ relaxed, 
natural, sincere, friendly and human, 
should sound as though the writer is 
a nice person. Never mind the com- 
pany: If the recipient likes the writer, 
he will like the company. ‘That 
“liking” business is all-important. 


Stuffing Letters 


Letters that are woven out of an- 
tiquated language, letters that fall 
back on threadbare meaningless 
phrases, are forbidding and unnatural. 
They block communication because 
they hide personality. “They are ob- 
jectionable to the reader because he 
can't get at the exact meaning the 
writer has in mind. They make the 
reader think the writer and his com- 
pany are stuffy, out of date, and un- 
friendly in attitude. Resorting to this 
flowery windbag talk suggests a sterile 
brain and an Early Renaissance out- 
look. 

Such letters are costly, to quote 
Charles Edgar Buck “Business Let- 
ter-Writer’s Manual,” “because they 
consume the dictator’s time and the 
stenographer’s time, and call for 
more stationery.” ‘The major cost lies 
in the lowered effectiveness of the 
letter and in countless numbers of 
cases where second and third letters 
are required to clarify a point, when 
one letter should have done the job. 


Writer's Check List 


‘To those who would like to stream- 
line their letters and use them to 
make friends as well as to sell goods, 
here are nine ways to combat this in- 
sidious malady: 

1. Prepare a list of the main 
offending bromides and post it or dis- 
tribute it with the simple admonition 
to lay off. 

2. Try to train yourself and your 
letter writers to keep thinking of a 
letter as a personal contact having a 
personality. Hang over your desk an 
empty picture frame in which you 
imagine the reader’s likeness, as a re- 
minder to be natural and friendly. 

3. Observe the letters you receive 
—all of them. Rate them on clarity 
and emotional force or tone-of-voice. 
What is this writer driving at? What 
kind of fellow is he? 

4. Dig out carbons of letters your 
company sent out some months ago. 
Put yourself’ in the shoes of the 
recipient and see whether you feel 
the letter did its job. Check your 
B.Q. (bromide quotient). 
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5. Above all, know where you're 
going when you write a letter. Make 
a plan, even if just a few words 
jotted on the back of an old envelope. 
Read the other man’s letter first, 
carefully, and decide what you want 
to say. Clear thinking will do won- 
ders in rooting out corn talk. 

6. Ask for criticism. Let your sec- 
retary, wife, associates, point out good 
and bad points—no soft soap. 

7. Practice. Keep everlastingly at 
the challenging task of making letters 
genuine and human, not to say crystal 
clear. Make it a game, and you'll 
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counteract the mental arthritis that 
lies behind flat, boraxy letter talk. 

8. As an exercise, take examples 
of flowery letter jargon and rewrite 
them to sound natural and straight- 
away. The horrible example at the 
beginning of this article, for instance, 
could be worded this way: “It was 
nice to get your March 15 letter 
about your order No. 1348. We'll be 
glad to send your shipment on the 
way just as soon as you let us know 
what color you'd like.” Or how 
would you do it? 

9. Be a word collector. When you 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
‘Western New York’s Great Newspaper” 
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If you want to sell prospective 


Home Chnes 


it’s smart merchandising to 
merchandise your products through 


Home Cunesé 


CATALOGS 


HOME OWNERS’ CATALOGS is your direct path to 
qualified prospects. It is a proven merchandising 
method for putting complete information about 
your product or service in a permanent reference 
volume sent to qualified home planners—at just the 
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time when they are planning their new homes. 


Why HOTPOINT 
is convinced... 


The remarkable impact of HOME OWNERS’ 
CATALOGS on home-planning families is a proven 
fact for Hotpoint Inc., large manufacturer of elec- 
trical appliances. By direct query of a random 
sampling of home-planning families who had re- 
ceived HOME OWNERS’ CATALOGS, it was 
found that: 


146 out of 169 


had SEEN and READ the Hotpoint Catalog 
bound in HOME OWNERS’ CATALOGS. 


115 out of 146 


had BOUGHT or INTENDED TO BUY 
one or more Hotpoint items! 


Further tabulations showed specifically which Hot- 
point items had best sales potentials in the “‘built- 
to-order” home market served by HOME OWN- 
ERS’ CATALOGS. 

Ask us to let you see the revealing facts in this and 
other recent studies of home-planning families. 


Home Cuntrs 
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CATALOGS 


A Catalog Distribution Service of 
F. W. DODGE CORPORATION 
119 West 40th St., New York 18, N. Y. 
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think of a good word or twist of 
phraseology, or see something in a 
letter of your own or another’s, jot 
it in a notebook. Start with this list 
of inviting, positive-sounding words: 


nice 
hope 
appreciate 
can 
will 
pleasure 
glad 
yes 
promise 
enjo 
thanks, thank you 
willing, willingness 
help 
promptly 
suggest 


Or, try using these words which 
were found in a survey of successful 
letters: 

confidence 
satisfying 
loyal 
genuine 
grateful 
serve 
enjo 
splendid 


Every letter we write is important 
at least that is the only safe as- 
sumption. We don’t need to write 
letters as we talk; that would be 
wasteful indeed. But we do need to 
write letters that are clear and that 
make friends. There’s no quicker and 
more effective means than to operate 
on letters and excise what doctors 
call “vestigial remains’—the organs 
no longer used. 


SAMPLE SKEINS: To introduce its summer- 
weight yarns, Printemps replaced the sam- 
ple card with a box of miniature skeins, 
enough for each buyer to try them out on 
her own knitting needles. 
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Stainless Steel Grows Up... 
Stainless steel has emerged from a 
“jewelry item” classification to one of 


“everyday usefulness.” Production, 
once measured in pounds, is now on 
a tonnage basis. Facilities for its 
manufacture, given a great impetus 
by the war effort, have reached the 
highest level in history. What about 
further expansion of demand for 
stainless ? What difficulties lie in the 
way? What products in what indus- 
tries are made of stainless? Is the 
distribution primarily mill or ware- 
house? What is the market for the 
various forms of stainless? What are 
the primary reasons for the use of 
stainless steel? The answers to these 
and many other questions can be 
found in the “Study of Stainless Steel 
Markets” recently issued_ by 
STEEL’s Market Research Depart- 
ment. For example, the report indi- 
cates that resistance to corrosion, 
which is also largely responsible for 
the attractive appearance of the metal, 
is by far the most important reason 
for most applications of stainless steel. 
Next in importance come appearance, 
hardness, heat resistance. The limi- 
tations of the metal are also analyzed 
—with such factors as price of ma- 
terial, nature of product, customer 
specifications, and other conditions 
mentioned. For a copy of the report, 
write to STEEL, Market Research 
Department, Penton Building, Cleve- 
land 13, O. 


The Story of Venetian Blinds, 
an Industry: The earliest prototype 
of the venetian blind was a reed cur- 
tain used in ancient Egypt. Some say 
Marco Polo, in the 14th century, 
brought the venetian blind idea to 
Venice from China. At any rate, to- 
day the idea is important enough to 
involve an entire industry. The his- 
tory of this industry, a description of 
the various types of blinds, how to 
measure for and install blinds, how to 
promote the sale of blinds—in other 
words, a “brief” of the industry, has 
been publisled by Modern Venetian 
Blinds, Inc. It’s a handbook that will 
be particularly useful to sales execu- 
tives in the building industry, or to 
dealers, merchandise managers, buy- 
ers and other businessmen involved 
in the construction market or home 
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furnishings field. Titled ‘“Sunvent 
Book of Venetian Blinds,” it’s avail- 
able on request from Modern Vene- 
tian Blinds, Inc., 261 Fifth Ave., 
New York 16, N. Y. 


News from Madison: It’s called 
“The Madison Market Makes Good 
News.” It’s the eighth annual meas- 
urement of retail sales trends com- 
piled by the research department of 
Madison Newspapers, Inc. (The 
Capital Times and The Wisconsin 
State Journal). It covers actual sales 
from 1939 through 1947—and, by 


day city circulation 152,330* . 
culation (M & E) 260,743* . 
culation Sunday 272,693* . . 


powerful, 
more goods! 


South's Greatest Market. 


*6 Months ending Sept. 30, 1948, 
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It's No Secret 


THAT THIS UNBEATABLE COMBINATION 
SELLS MORE GOODS IN NEW ORLEANS 


181,100 homes in New Orleans .. . 
bined city daily circulation of these two 
great newspapers totals 181,282* . . 
. . total cir- 
. total cir- 
. It's no secret 
in New Orleans that the regular use of this 
quick-action combination 
Get the facts about the 
greatest combination selling force in the 


the way, includes figures from SM’s 
Survey of Buying Power. Retail sales 
(grocery—chain vs. independent— 
drug, men’s wear, department stores, 
women’s wear, etc.), population and 
buying power (industrial payrolls, 
savings, trade area data and farm in- 
come, etc.), and SM ratings are pre- 
sented in tables and graphs. Manutac- 
turers, distributors, sales executives 
or retailers interested in the Madison 
market can obtain copies of the re- 
port by addressing the newspapers at 
115 South Carroll Street, Madison 
1, Wis. 
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How to Find Markets 
For a "Portable Cow" 


invented by John R. Rhinehart of 
‘ort Wayne, Ind. It has already at- 
tained distribution in 37 States 
through jobbers in 25, and is being 
shipped to many foreign markets. It 
sells for about $3 through feed stores, 
hardware and farm supply dealers, 
dairy supply houses and similar out- 
lets. 


The nipple on the pail is 
no gag. It's an answer 


to a farm problem. 
Farmers who raise cows know 
what a headache it is to teach a calf 
to drink milk from an open pail. 
That accounts for the excellent ac- 
ceptance won, in the short space of a 
year, by the Calf-Teria Nipple Pail 


A modest man, Rhinehart points 
out that his product is not new, 
something of the sort having been 
patented 60 years ago. His idea, 
though, is the first which is both prac- 
ticable and priced right for farmers. 
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Now! 


THE MOST PRACTICAL 
PEN IN THE WORLD: 


Ritenaint 
Compression 


JET-FEED PEN 
READY TO BUILD SALES FOR YOU 


THE NEW 


The successor to ball pens...no other pen like it.. 
smoother writing, absolutely reliable, easily refill- 
able...and READY TO GO TO WORK FOR YOU. 


Here’s your chance to put your name and mes- a 


New compression feed assures 
positive ink flow. No skips. 


sage at the real “point of sale” in the 
hands of the men who sign the orders. 
Both men and women’s sizes. No stops. Large ink supply. 


Quality finish and styling. Precision ball point for 


smoothest writing imaginable. 
' i , Pe ls 
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Ritenaint \ ‘Refill units replaced in 2 sec- 


onds. Supply them to custo- 
mers and get “extra mileage” 
for your ad dollars. Units come 
in red, green, blue. To change, 
pull out old and push in 
the new. 


the famous lighter 
with the visible 
fuel supply 


Nationally advertised and fea- 
tured. Holds many weeks’ reserve 
of fuel. Handsome appearance. 
Available in jewel colors: Crystal, 
Ruby, Emerald, and Topaz 
Reliable, Lightweight. Complete 
with 3 extra flints and al- 
ready fueled. Precision en- 
gineering for long life and 
constant satisfaction. 


Write or wire for 
distributors’ 
quantity prices. 


name and 


The perfect gift 
FOR BOTH MEN 
AND WOMEN 
When the Ritepoint Liter 
carries your name and 
sales message, your 
customer will keep y 
his eye on it . 


co. 


4350 S. KINGSHIGHWAY BLVD. 
SAINT LOUIS 9, MISSOURI 


Makers of “can” and “bottle” top and 
miniature product display pencils 
and other fine writing instruments. 
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DRAWS ON NEW MARKETS: Gag writers 
have had a field day with the Calf-Teria. 
But jokes and demonstrations have made a 
market success of this ingenious product. 


It is a metal pail with a detachable 
nipple and valve strategically placed 
at the bottom, and a bracket welded 
on the opposite side, making it pos- 
sible to hang the pail over fence or 
pen rail. The angle of the pail and 
the speed of the flow of the milk 
combine to give the calf the illusion 
that he’s getting his dinner from his 
mother. 

Rhinehart does not start from 
scratch in manufacturing his product, 
but assembles it. The steel pails and 


brackets come from one source, 
nipples from another, and_ plastic 
valves from General Electric. His 


home is his plant and his two-car 
garage is his warehouse. He is a sales- 
minded person, and the quick accept- 
ance of his product undoubtedly arises 
not only from the fact that there was 
a need for it, but also from his mat 
service and his advertising campaign 
in farm papers. He has worked out a 
demonstration technique, using the 
preserved stomach of a cow—really 
four stomachs in one—to show the 
necessity of drinking slowly; if the 
animal gulps, the milk gets into the 
wrong stomach and indigestion fol- 
lows. The name Rhinehart chose for 
his company and the product is apt: 
Calf-Teria Sales, Inc., and Calf- 
Teria Nipple Pail. 

Rhinehart has a degree (agricul- 
ture) from the University of Illinois. 
He spent his boyhood on a farm in 
Illinois, in the heart of a livestock 
and grain section, and put in plenty 
of time trying to teach balkv calves 
to drink from the pail. The idea for a 
“portable cow” came to him about 
three years ago. He started experi- 
menting, determined the correct angle 
for the tilt of the pail and position 
of the nipple, drew the plans and 
outlined a marketing program for the 
product. 

The rural press has given wide 
publicity to Rhinehart’s Calf-Teria 
pail, sometimes a bit facetiously. but 
always respectfully. The publicity 
has probably helped sales. 
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Milpriwe packages help [ 


Three of Nine Cannon packages 
produced by Milprint. 
(Printed 450 MST Cellophane) 


CANNON || Sales 


D (“4 BEAUTY, quality and value make Cannon towels, washcloths, 


sheets and pillow cases fast sellers in any store. 
But Cannon started extra sales booming by putting their prod- 
ucts in the year ‘round gift class with handsome printed cello- 
phane packages by Milprint. 
Whether your product is glamorous and useful or just plain 
useful Milprint can design and produce a package to help 


boost it above the so-so seller class. 


Call your local Milprint man or write today. Using the serv- the | 
ices of the nation’s foremost packaging experts and designing a S 


staff costs you nothing extra — but it pays off in extra results. se 


In addition to sales sparking packages Milprint 
will plan and produce your lithographed displays, 
booklets, car cards and other printed promotional 
INC material. Use Miiprint's ‘Follow Through" service. 


¢ LITHOGRAPHY & PRINTING T 


Printed Cellophane, Pliofilm, Acetate, Foil, Glassine, Plastic 


PACKAG 
RAL C IS. ¢ SALES OFFICES IN ALL PRINCIPAL CITIES 


Films, Lithographed Displays, Printed Promotional Material 


print, Inc., Lithographing Division 


Are Your Letters Like 
The Surrey with the Fringe on Top? 


BY HOWARD DANA SHAW 


Have you checked the bromide quotient in your business 
letters? Do you write 18th Century expressions to 20th 
Century prospects? Mr. Shaw's check-list shows you how to 
cut out the platitudes and be your self when you write. 


When we talk in our dreams, ac- 
cording to a report by Dr. Louise 
Pond of the University of Nebraska, 
there is a tendency toward pompous 
language. 

Some people speak in a stuffy, four- 
flushing style when they are awake, 
but in this day and age most friendly, 
well-balanced folks try to speak in a 
natural way, whether in conversation 
or on the platform. Men and women 
who take life seriously strive to sound 
sincere, to put smiles in their voices, 
to think of the effect of their words 
on the listeners. 

Unfortunately, numbers of these 
same people, when they write or dic- 
tate letters, sound like something out 
of Aunt Emma’s curio cabinet. A 


peculiar intellectual paralysis sets in 
and they begin to use a stilted dream 
talk that reminds one of an 18th cen- 
tury lawyer who is afraid to come 
right out and say what he means. 
When letter experts get together 
this subject is high on the agenda. 
Business officials deplore the custom. 
Yet still they come: tens of thousands 
of business communications couched 
in this hackneyed letter jargon of 
another day are being dictated this 
minute. The mails are full of them. 
Here’s the first paragraph of a let- 
ter I received the other day: “We 
have at hand yours of the 15th instant 
and would wish to state that we can- 
not let shipment go forward on your 
valued order No. 1348 until the un- 


“I’m just cooling my heels!” 
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dersigned is apprised of desired color 
WEE... 

Is this weird letter as bad as it’s 
cracked up to be? What is its effect 
on the reader? What should we do 
about it? 

Suppose we put down an abbrevi- 
ated glossary of these corny terms and 
phrases, so we agree on what we're 
talking about: 


your kind favor 

your valued wishes 

your esteemed patronage 

your kind indulgence 

contents duly noted 

agreeable to your request 

in accordance with your wishes 

beg to advise (acknowledge, re- 
main, etc.) 

in receipt of 

according to our records 

the writer, the undersigned 

please be advised that 

under separate cover 

we take this opportunity 

this is to inform you 

as per your request 

referring to yours of even date 

regret to advise 

pursuant to 

at an early date 

at your earliest convenience 

in due course 

thanking you for past favors 

thanking you in advance 

in settlement thereof 

trusting this information will be 
of interest 

have at hand, have before me 

the pleasure of a reply 

and oblige 


There are hundreds of these 
strange twists of language that have 
been passed down from generation to 
generation of letter writers. Perhaps 
many of these expressions were fit- 
ting in a more flowery age, but today 
they seem like a form of mental stut- 
tering. Like the groping public speak- 
er who fills in with wh and er while 
he tries to think, the unsure letter 
writer covers his embarrassment by 
snatching threadbare phrases off the 
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Here is the secret of 
increasing building supply sales down South 


mo 
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Use this common-sense, proven approach—get 
MORE volume from America’s MOST ACTIVE 


building market. Conditions were never better. 


| 


SEVENTY-SIX PERCENT of the population down South 
is located in small towns, cities of under 25,000 
population and surrounding rural areas of each. 


For that reason the majority of the market’s lum- 
ber and building supply outlets are in these smaller 
communities. And there’s your lead for getting 
MORE volume out of the Southern building boom— 
sell to and through the small town dealers! Time 
W.R.C. and again, manufacturers have demonstrated that 


SMITH this approach is the real key to mass Southern 
PUBLICATIONS - selling. 


When you place your advertising message in 
Southern Building Supplies, it goes straight to these 
dealers who control the bulk of the business down 
South & Southwest accounted South—and at the same time enables you to crack 
for 34% of all the Nation's dwell- nal — Bache on the pi on ee 

; pie 1 ets. Circulation is 10, monthly, reaching 9, 

ee ; bas retail and wholesale lumber and building supply 
dealers throughout the entire South and Southwest. 
You can build business with S. B.S. 


SOUTHERN BUILDING SUPPLIES 


806 Peachtree St., N.E—. ¢ Atlanta 5, Ga. 


Southern & Southwestern 1948 
farm income $9 Billion—nearly 
4-times the 1940 figure. 


Advertisers have used the Smith Publications 
profitably for more than 50 years. 


If you are interested in the sales possibilities of 

your product in the 19 Southern and Southwestern 
states, the Smith Publications can be of service to you. 
Because of long and familiar association with the 
market it is probable we can supply you with 
information not readily available through general 
sources. Smith representatives are located in 
principal cities, as listed in SRDS. Contact 

the one nearest you, or write— 


W. R. C. SMITH PUBLICATIONS 


806 Peachtree St., N. E. ¢ Atlanta 5, Georgia 


i Textile Industries is the Smith 
national publication. Gives 
superior coverage of all 
branches of the U. S. textile 
manufacturing market. 
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shelf to piece out the lapses in his 
mental processes. 

To the reader this celluloid-collar 
talk is a signal that the writer con- 
siders letter dictation a disagreeable 
chore. Instead of a golden opportu- 
nity to build good-will, the dictator is 
thinking of “getting rid of” his mail. 
At least that’s the way it appears to 
the fellow on the receiving end. 

What is a letter, and what’s it for? 

We wouldn’t write letters if we 
could call in person, or if we could 
make contacts by telephone (conveni- 
ently and economically). In business 


relations, the personal call comes first, 
and the call by telephone comes next. 
A letter occupies third position and 
is a substitute for the direct personal 
visit. That’s the best definition of a 
letter: a substitute for a personal call. 

Let’s sit where the other fellow 
does, and take a look at our callers. 
When a man comes in the door, we 
instantly begin the sizing-up process. 
Before he opens his mouth, we see 
the clothes, the carriage, the air of 
confidence. While he talks, we are 
doing two things: listening and at the 
same time seeking to “read between 


GREAT INDUSTRIES ww tne 
Growing GREENSBORO MARKET 


© PERLEY A. THOMAS CAR WORKS, Inc. © 


Representing one of the largest single operations of its kind in 
America =the Perley A. Thomas Car Works is the South's larg- 
est manufacturer of School Buses annually producing over 2000 
units sold in every State from Maine to Florida and as far West 
as Kentucky .. . another indication of the diversified industrial 
activity in the Greensboro, Market. 


Focus YOUR sales promotion on the $594,244,000* Sales Poten- 
tial or Net Buying Income of the 593,300 people who live and 
work in the Greensboro 12 County ABC Area through the NEWS 
and RECORD with more than-90,000 daily circulation and 60%, 


coverage of the market. 


*1948 Sales Management 


Greensboro 


News and Record 


GREENSBORO, N. C. 


Represented by Jann & Kelley, Inc. 


the lines” to find out what kind of 
man he is—especially what his atti- 
tude is toward us. If he is wise, he 
strives to appear service-minded, 
thoughtful, tolerant and, above all, 
friendly and human. He knows that 
his emotional force reacts on us elec- 
trically and is more important than 
the dictionary meaning of the words 
he uses. 

A letter has personality, too. It is 
the spirit or attitude, and it’s the 
most important thing about a letter. 
The reader is probably swayed above 
all by two qualities in a letter: It 
must be clear, and it must be friendly 
in tone. Mail-order men have learned 
the hard way about tone, and have 
put it in an important position. 


Friendly Approach 


Here’s the important thing about 
tone in a letter: We can size up a 
salesman’s personality by his manner, 
the light in his eye, the way he re- 
sponds. In a letter, aside from the 
letterhead design and the way the 
message is set up on the page, we 
have nothing but words to go by. 
The attitude of the writer must be 
right, but that isn’t enough. He must 
learn to let it show through, and 
that involves learning how to write 
from the viewpoint of the impact on 
the reader. 

To write in language that carries 
personality, we must — specifically 
avoid anything that is stiff and 
literary, anything that is abstract or 
formal, anything that sounds artifi- 
cial or insincere. We must use folk 
words—the terms we hear in homes, 
stores, shops. 

Sit in your office, if you will, and 
let your secretary usher in a man 
wearing a George Washington cos- 
tume and sleep-talking like a 1776 
school teacher trying to imitate a 
slightly daffy lawyer. His manner 1s 
as out of place as is his apparel. His 
language is stiff and not clear. You 
wonder what he’s driving at. His 
personality is hidden under a blanket, 
and there’s no chance of establishing 
a friendly bond of communication. 


Straight Talk 


Quite a contrast, isn’t it, with the 
pleasant salesman who puts himself 
over so well? When you read the 
next letter peppered with those cob- 
webby phrases—which probably will 
be today—see if you don’t agree that 
there is almost as much contrast be- 
tween it and what a straight-talking 
human letter should be. 

Letters modeled after our Revolu- 
tionary War masquerader are costing 
somebody a lot of money. When we 
consider the effect of a letter (substi- 
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tute for a personal call) on a cus- 
tomer, a salesman, or a dealer, it’s 
worth checking into some of our own 
efforts to see how badly this disease 
is infecting our correspondence. A 
good letter should have a good per- 
sonality. ‘That means its words and 
sentences should sound _ relaxed, 
natural, sincere, friendly and human, 
should sound as though the writer is 
a nice person. Never mind the com- 
pany: If the recipient likes the writer, 
he will like the company. ‘That 
“liking” business is all-important. 


Stuffing Letters 


Letters that are woven out of an- 
tiquated language, letters that fall 
back on threadbare meaningless 
phrases, are forbidding and unnatural. 
They block communication because 
they hide personality. ‘They are ob- 
jectionable to the reader because he 
can’t get at the exact meaning the 
writer has in mind. They make the 
reader think the writer and his com- 
pany are stuffy, out of date, and un- 
friendly in attitude. Resorting to this 
flowery windbag talk suggests a sterile 
brain and an Early Renaissance out- 
look. 

Such letters are costly, to quote 
Charles Edgar Buck “Business Let- 
ter-Writer’s Manual,” “‘because they 
consume the dictator’s time and the 
stenographer’s time, and call for 
more stationery.” The major cost lies 
in the lowered effectiveness of the 
letter and in countless numbers of 
cases where second and third letters 
are required to clarify a point, when 
one letter should have done the job. 


Writer's Check List 


To those who would like to stream- 
line their letters and use them to 
make friends as well as to sell goods, 
here are nine ways to combat this in- 
sidious malady: 

1. Prepare a list of the main 
offending bromides and post it or dis- 
tribute it with the simple admonition 
to lay off. 

2. Try to train yourself and your 
letter writers to keep thinking of a 
letter as a personal contact having a 
personality. Hang over your desk an 
empty picture frame in which you 
imagine the reader’s likeness, as a re- 
minder to be natural and friendly. 

3. Observe the letters you receive 
—all of them. Rate them on clarity 
and emotional force or tone-of-voice. 
What is this writer driving at? What 
kind of fellow is he? 

4. Dig out carbons of letters your 
company sent out some months ago. 
Put yourself in the shoes of the 
recipient and see whether you feel 
the letter did its job. Check your 
B.Q. (bromide quotient). 
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5. Above all, know where you're 
going when you write a letter. Make 
a plan, even if just a few words 
jotted on the back of an old envelope. 
Read the other man’s letter first, 
carefully, and decide what you want 
to say. Clear thinking will do won- 
ders in rooting out corn talk. 

6. Ask for criticism. Let your sec- 
retary, wife, associates, point out good 
and bad points—no soft soap. 

7. Practice. Keep everlastingly at 
the challenging task of making letters 
genuine and human, not to say crystal 
clear. Make it a game, and you'll 
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counteract the mental arthritis that 
lies behind flat, boraxy letter talk. 

8. As an exercise, take examples 
of flowery letter jargon and rewrite 
them to sound natural and straight- 
away. The horrible example at the 
beginning of this article, for instance, 
could be worded this way: “It was 
nice to get your March 15 letter 
about your order No. 1348. We'll be 
glad to send your shipment on the 
way just as soon as you let us know 
what color you'd like.” Or how 
would you do it? 

9. Be a word collector. When you 
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city zone coverage 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
‘Western New York’s Great Newspaper” 
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If you want to sell prospective 


Home Cuners 


it’s smart merchandising to 
merchandise your products through 


Home Cune£ 
CATALOGS 


HOME OWNERS’ CATALOGS is your direct path to 
qualified prospects. It is a proven merchandising 
method for putting complete information about 
your product or service in a permanent reference 
volume sent to qualified home planners—at just the 
time when they are planning their new homes. 
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Why HOTPOINT 


is convinced... 


The remarkable impact of HOME OWNERS’ 
CATALOGS on home-planning families is a proven 
fact for Hotpoint Inc., large manufacturer of elec- 
trical appliances. By direct query of a random 
sampling of home-planning families who had re- 
ceived HOME OWNERS’ CATALOGS, it was 
found that: 


146 out of 169 


had SEEN and READ the Hotpoint Catalog 
bound in HOME OWNERS’ CATALOGS. 


115 out of 146 
had BOUGHT or INTENDED TO BUY 
one or more Hotpoint items! 


Further tabulations showed specifically which Hot- 
point items had best sales potentials in the “built- 


to-order” home market served by HOME OWN- 
ERS’ CATALOGS. , 


Ask us to let you see the revealing facts in this and 
other recent studies of home-planning families. 


Home Cunes 


CATALOGS 


A Catalog Distribution Service of 
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F. W. DODGE CORPORATION REN: 
119 West 40th St., New York 18, N. Y. ROORRYY 
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think of a good word or twist of 
phraseology, or see something in a 
letter of your own or another’s, jot 
it in a notebook. Start with this list 
of inviting, positive-sounding words: 


nice 
hope 
appreciate 
can 
will 
pleasure 
glad 
yes 
promise 
enjoy 
thanks, thank you 
willing, willingness 
help 
promptly 
suggest 


Or, try using these words which 
were found in a survey of successful 
letters: 

confidence 
satisfying 
loyal 
genuine 
grateful 
serve 
enjo 
splendid 


Every letter we write is important 
—at least that is the only safe as- 
sumption. We don’t need to write 
letters as we talk; that would be 
wasteful indeed. But we do need to 
write letters that are clear and that 
make friends. There’s no quicker and 
more effective means than to operate 
on letters and excise what doctors 
call “vestigial remains’—the organs 
no longer used. 


al 


~ + 
a 


~ 


SAMPLE SKEINS: To introduce its summer- 
weight yarns, Printemps replaced the sam- 
ple card with a box of miniature skeins, 
enough for each buyer to try them out on 
her own knitting needles. 
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Stainless Steel Grows Up... 


Stainless steel has emerged from a 


“jewelry item” classification to one of 
“everyday usefulness.” Production, 
once measured in pounds, is now on 
a tonnage basis. Facilities for its 
manufacture, given a great impetus 
by the war effort, have reached the 
highest level in history. What about 
further expansion of demand for 
stainless? What difficulties lie in the 
way? What products in what indus- 
tries are made of stainless? Is the 
distribution primarily mill or ware- 
house? What is the market for the 
various forms of stainless? What are 
the primary reasons for the use of 
stainless steel? ‘The answers to these 
and many other questions can be 
found in the “Study of Stainless Steel 
Markets” recently issued_ by 
STEEL’s Market Research Depart- 
ment. For example, the report indi- 
cates that resistance to corrosion, 
which is also largely responsible for 
the attractive appearance of the metal, 
is by far the most important reason 
for most applications of stainless steel. 
Next in importance come appearance, 
hardness, heat resistance. The limi- 
tations of the metal are also analyzed 
—with such factors as price of ma- 
terial, nature of product, customer 
specifications, and other conditions 
mentioned. For a copy of the report, 
write to STEEL, Market Research 
Department, Penton Building, Cleve- 
land 13, O. 


The Story of Venetian Blinds, 
an Industry: The earliest prototype 
of the venetian blind was a reed cur- 
tain used in ancient Egypt. Some say 
Marco Polo, in the 14th century, 
brought the venetian blind idea to 
Venice from China. At any rate, to- 
day the idea is important enough to 
involve an entire industry. The his- 
tory of this industry, a description of 
the various types of blinds, how to 
measure for and install blinds, how to 
Promote the sale of blinds—in other 
words, a “brief” of the industry, has 
been publisled by Modern Venetian 
Blinds, Inc. It’s a handbook that will 
be particularly useful to sales execu- 
tives in the building industry, or to 
dealers, merchandise managers, buy- 
ers and other businessmen involved 
in the construction market or home 
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furnishings field. Titled ‘“Sunvent 
Book of Venetian Blinds,” it’s avail- 
able on request from Modern Vene- 
tian Blinds, Inc., 261 Fifth Ave., 
New York 16, N. Y. 


News from Madison: It’s called 
“The Madison Market Makes Good 
News.” It’s the eighth annual meas- 
urement of retail sales trends com- 
piled by the research department of 
Madison Newspapers, Inc. (The 
Capital Times and The Wisconsin 
State Journal). It covers actual sales 
from 1939 through 1947—and, by 


It's No Secret 


THAT THIS UNBEATABLE COMBINATION 
SELLS MORE GOODS IN NEW ORLEANS 


181,100 homes in New Orleans . . 
bined city daily circulation of these two 
great newspapers totals 181,282* . . . 
day city circulation 152,330* ... 


culation (M & E) 260,743* . . 
culation Sunday 272,693* ... 


powerful, quick-action 
more goods! 


South's Greatest Market. 


*6 Months ending Sept. 30, 1948. 


.- com- 


total cir- 
. total cir- 
It's no secret 
in New Orleans that the regular use of this 
combination 
Get the facts about the 
greatest combination selling force in the 


the way, includes figures from SM’s 
Survey of Buying Power. Retail sales 
(grocery—chain vs. independent— 
drug, men’s wear, department stores, 
women’s wear, etc.), population and 
buying power (industrial payrolls, 
savings, trade area data and farm in- 
come, etc.), and SM ratings are pre- 
sented in tables and graphs. Manufac- 
turers, distributors, sales executives 
or retailers interested in the Madison 
market can obtain copies of the re- 
port by addressing the newspapers at 
115 South Carroll Street, Madison 
1, Wis. 
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OWNING AND OPERATING RADIO STATIONS WTPS AND WTPS a - REPRESENTATIVES: JANN % KELLEY, INC 
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How to Find Markets 
For a "Portable Cow" 


The nipple on the pail is 
no gag. It's an answer 
to a farm problem. 


Farmers who raise cows know 
what a headache it is to teach a calf 
to drink milk from an open pail. 
That accounts for the excellent ac- 
ceptance won, in the short space of a 
year, by the Calf-Teria Nipple Pail 


% 


invented by John R. Rhinehart of 
Fort Wayne, Ind. It has already at- 
tained distribution in 37 States 
through jobbers in 25, and is being 
shipped to many foreign markets. It 
sells for about $3 through feed stores, 
hardware and farm supply dealers, 
dairy supply houses and similar out- 
lets. 

A modest man, Rhinehart points 
out that his product is not new, 
something of the sort having been 
patented 60 years ago. His idea, 
though, is the first which is both prac- 
ticable and priced right for farmers. 


THE MOST PRACTICAL @& en 


PEN IN THE WORLD: 


Ritenaint 
Compression 


JET-FEED PEN 
READY TO BUILD SALES FOR YOU 


THE NEW 


The successor to ball pens...no other pen like it.. 
smoother writing, absolutely reliable, easily refill- 
.and READY TO GO TO WORK FOR YOU. 
Here’s your chance to put your name and mes- 
sage at the real “point of sale” in the 
hands of the men who sign the orders. 


able 


Both men and women’s sizes. 


Quality finish and styling. 


the famous lighter \ 
with the visible 


fuel supply 


AND WOMEN constant 


When the Ritepoint Liter 
carries your name and 
sales message, your 
~~ customer will keep 
%, his eye on it 
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Nationally advertised and fea- 
tured. Holds many weeks’ reserve 
of fuel. Handsome appearance. 
Available in jewel colors: Crystal, @ 
Ruby, Emerald, and Topaz. 
Reliable, Lightweight. Complete 
with 3 extra flints and al- 
The perfect gift ready fueled. Precision en- 
FOR BOTH MEN Qineering for long life and 
satisfaction. 


A 


New compression feed assures 
positive ink flow. No skips. 
No stops. Large ink supply. 


Precision ball point for 
smoothest writing imaginable. 
Pe ile 

a 

Yi — . 

‘Refill units replaced in 2 sec- 
onds. Supply them to custo- 
mers and get “extra mileage” 
for your ad dollars. Units come 
in red, green, blue. To change, 
pull out old and push in 
the new. 


SY 


Write or wire for 
distributors’ name and 
quantity prices. 


4350 S. KINGSHIGHWAY BLVD. 
SAINT LOUIS 9, MISSOURI 


Makers of “can” and “bottle” top and 
miniature product display pencils 
and other fine writing instruments. 


DRAWS ON NEW MARKETS: Gag writers 
have had a field day with the Calf-Teria. 
But jokes and demonstrations have made a 
market success of this ingenious product. 


It is a metal pail with a detachable 
nipple and valve strategically placed 
at the bottom, and a bracket welded 
on the opposite side, making it pos- 
sible to hang the pail over fence or 
pen rail. The angle of the pail and 
the speed of the flow of the milk 
combine to give the calf the illusion 
that he’s getting his dinner from his 
mother. 

Rhinehart does not start from 
scratch in manufacturing his product, 
but assembles it. The steel pails and 


brackets come from one _ source, 
nipples from another, and_ plastic 
valves from General Electric. His 


home is his plant and his two-car 
garage is his warehouse. He is a sales- 
minded person, and the quick accept- 
ance of his product undoubtedly arises 
not only from the fact that there was 
a need for it, but also from his mat 
service and his advertising campaign 
in farm papers. He has worked out a 
demonstration technique, using the 
preserved stomach of a cow—really 
four stomachs in one—to show the 
necessity of drinking slowly; if the 
animal gulps, the milk gets into the 
wrong stomach and indigestion fol- 
lows. The name Rhinehart chose for 
his company and the product is apt: 
Calf-Teria Sales, Inc., and Calf- 
Teria Nipple Pail. 

Rhinehart has a degree (agricul- 
ture) from the University of Illinois. 
He spent his boyhood on a farm in 
Illinois, in the heart of a livestock 
and grain section, and put in plenty 
of time trying to teach balkv calves 
to drink from the pail. The idea for a 
“portable cow” came to him about 
three years ago. He started experi- 
menting, determined the correct angle 
for the tilt of the pail and position 
of the nipple, drew the plans and 
outlined a marketing program for the 
product. ; 

The rural press has given wide 
publicity to Rhinehart’s Calf-Teria 
pail, sometimes a bit facetiously. but 
always respectfully. The publicity 
has probably helped sales. 


MANAGEMENT 


SALES 


a Vee 


Three of Nine Cannon packages 
produced by AMilprint. 
(Printed 450 MST Cellophane) 


Wlpriw packages help f CANNON) | sales 


® 4 BEAUTY, quality and value make Cannon towels, washcloths, 


sheets and pillow cases fast sellers in any store. 


But Cannon started extra sales booming by putting their prod- 
ucts in the year ‘round gift class with handsome printed cello- 
phane packages by Milprint. 
Whether your product is glamorous and useful or just plain 
useful Milprint can design and produce a package to help 
boost it above the so-so seller class. 


Call your local Milprint man or write today. Using the serv- 
ices of the nation’s foremost packaging experts and designing 


{ 
staff costs you nothing extra — but it pays off in extra results. 


In addition to sales sparking packages Milprint 
will plan and produce your lithographed displays, 
booklets, car cards and other printed promotional 
INC material. Use Milprint's ‘Follow Through" service. 


¢ LITHOGRAPHY & PRINTING mi 


IS. © SALES OFFICES IN ALL PRINCIPAL CITIES Printed Cellophane, Pliofilm, Acetate, Foil, Glassine, Plastic 
Films, Lithographed Displays, Printed Promotional Material 


PACKAG 


print, Inc., Lithographing Division 


here’s a 
ousetul 
of buying 

ahead! 


Across the threshold they go...on the 
buying adventure of a lifetime! Young 
Mr.’ & Mrs. need everything. Need it 
now. With money specially put aside, 


they're ready... nay, eager...to buy 
your furniture, appliances, rugs, 
drapes. glassware, silver... 

Reach them now... better than a 
quarter-million strong... in the pages 
of the one magazine that serves as their 


buying guide . . . Mile. LIVING. 


Street & Smith Publications. Inc., New York. 


2 BIG FALL ISSUES 
Sept.-Oct. on sale Sept. 1 Nov.-Dec. on sale Nov. | 


6 BIG ISSUES FOR 1950 
Feb. on sale Feb.1 Apr.on sale Mar.1 Juneon sale May ! 
Aug. on sale Aug. 1 Oct.on sale Sep.1 Dec. on sale Nov. 1 
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B *L-VU TWIN WIRE BINDER 


COMPACT KIT accommodates 40 or more exhibits and also 
provides ample room for an order book and literature. Window 
sleeves lie flat and are easily turned. Available in popular 
sizes and colors. Produced by Cooks’ Inc., Camden, N. J. 


DUAL-PURPOSE BAG combines the functions of a one-suiter and a 
brief case. It carries one suit without wrinkling, five shirts, extra ties, 
socks and handkerchiefs, underclothing and toilet articles. Made of 
top-grain leather. It is rugged with its steel frame construction. 
One in the line of the Charles Doppelt & Co., Inc., Chicago. 
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Cuff Notes 


On Sales Aids 


SALES KIT features flexibility. It folds once to 
a convenient size, contains 20 kardex pockets 
on one side, providing 40 pages of selling 
material. Facing side holds estimating sheets. 
By Gen. Engineering & Mfg. Co., St. Louis. 


PRESENTATION PORTFOLIO is de- 
signed to cut minutes from contact time 
and make for a smoother salesman-ap- 
proach. It is arranged to give the pros- 
pect a quicker grasp of the sales story. 
It is made by Stebco, Chicago. 
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Announcing: A Short Cut 
To Scientific Quota Setting 


Survey of Buying Power data now available on IBM punch 
cards makes possible economical analysis of sales poten- 


the ‘most pertinent single factor to 
use in determining allocations for 
some companies. If, however, your 
product be of high quality, designed 
to appeal to high-income groups, you 
may want to key your quotas to the 
percentage of Net Effective Buying 
Income (1.0407). The demand for 
most products falls somewhere be- 


Is 


tween the extremes established on 
° ° e¢ the one side by Population, and on 
tials, and the proper allocation of advertising by markets. the other by Income. The Sam 
MANAGEMENT Index of Per Cent of 
SALES MANAGEMENT in associa- useful, flexible, up-to-date market re- U. S. A. Potential gives a weight of 
tion with the Econometric Institute — search tool ever devised. 2 to population, 3 to sales, and 5 to Ac 
has adapted the forthcoming May To illustrate: You are, let us say, income, and has been found by ex: 
10, 1949, annual Survey of Buying the sales manager of a food product perience to serve as a practical indi- wil 
Power to the use of International company interested in establishing a mcr ot ~ aap ag most 
: ‘ : : itorv c widely used column in the Survey. 
Business Machines Corp. cards and sales quota for & territory composed a : ts wl 
ER a . “vag ves of St. Francois, St. Louis (county It is advisable, however, to give 
equipment. For the first time in its - : ; oe : : 
ice i eer and city) and Ste. Genevieve coun- individual consideration, _ preferably 
20-year history all the multi-million sang ‘ Bag +" - - ; 
RE CET a ET ties in Missouri. (See fragment from with the use of modern techniques of 
calculations making up the annual - ; . - 
“saan o Ee Survey below.) If your product could correlation analysis, to any particular 
Survey have been performed on C2” ' aueeenaiiiies Valin dita aad 2 
in ; : ommo vhat fac- 
IBM machines, and as a by-product be considered a tape OF necessary , aitaenl { f . = weil The 
heer 7 part of consumers food expenditures tor or comDination o actors would h 
of this important technical develop- : * St b ii, TE te costal thre 
. it may be that current population € most suitable. if, Dy certain sta- hi 
ment, all the data in both the 1948 , we re sae te a Gite Cow 2 whi 
gS etnehns cnt ‘ail (or number of families) would be tistical tests, it is found, for instance, 
we —— ee the most suitable market index to that the sales of your particular prod- AC 
eo IBM cards. “bl fi use. In such a case, your expected uct would be most nearly approxi- oe 
“al apace “IBM i © to og at market potential would be given as mated by a formula which accorded rw 
Se Se, & ee 1.0828% of total sales obtained as a weight of 1 to population, 2 to te 
= all (or combinations) of the 4 the sum of the individual county , general merchandise sales, 3 to the af 
mates of 1949 Population, Families, income, it is quite simple to provide es 
Retail Sales, and sales of food, gen- How To Do It IBM tabulations which emerge with car 
eral merchandise, drugs, home fur- If your national market be broken _a_ percentage figure for each of your | de: 
nishings and electrical appliances; and —_ down into 40 sales areas, then, given sales areas derived with the use of V: 
Net Effective Buying Income as well the county composition of each area, the proper weights. AC 
as Per (Capita and Per Family In- jt js a simple matter to sort the IBM The techniques described above fj. 
come, Yo of U.S. A. Potential, Qual- cards into the proper areas, and run have been developed by SALES Man- ~ 
ity of Market Index, etc., for both them through the IBM accounting AGEMENT in cooperation with the i 
the U. 5. A. and Canada. machines to provide a listing of the Econometric Institute, Dr.. Charles 
These listings may be in the form totals for each area, with or without F. Roos, president. Those who sup- AC 
of any geographical rearrangement of _q listing of the counties in the area. _ervised Econometric’s portion of the ne 
all counties and market areas con- For the great majority of com- task are Dr. Louis J. Paradiso, vice- . 
forming to your particular sales terri- _ panies the setting of potentials isn’t president of the Institute, and Dr. ot 
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Is there enthusiasm for your product 


at the 


retail level 


ACB Newspaper Research Services j 


will tell you cece how much eee 


where...from which dealers 


The great bulk of all branded goods is sold 
through retail stores located in the 1393 cities in 
which daily newspapers are published. 

ACB can tell you what retailers are pushing 
your brand by advertising it locally in 

their daily newspapers—give you complete 
details in report form—supplemented 

if you wish, by the actual tear sheets of the 
advertisements which ran. 

And at the same time, your ACB report 

can tell you what support your competitors’ 
dealers are putting back of the lines they handle. 


Watch mass retailer enthusiasm through 

ACB Reports! It’s at the retail level that your 
brand moves forward or slips back. It’s 

at the retail level that your promotion effort 
can bring rich returns. 


ACB offers 12 important services based on 
newspaper research. Some of these are 
necessary to the home office executive staff— 
others put factual selling tools in your 
salesmen’s hands. 


These services have the utmost flexibility. You 
can have them cover the entire country or a 
single city. You can order these services 
continuously or intermittently. All services are 
described in the ACB catalog—sent free 
on request. 


Send for free ACB catalog! ADVERTISING 
Gives details of 12 research serv- 


ices—covers wide range of subjects CHECKING BUREAU 


—tells how to estimate cost—sug- 
gests many applications of infor- 
mation furnished—gives names of 
satisfied users. 
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NEW YORK (16), 79 Madison Ave. * CHICAGO (5), 538 South Clark St. * MEMPHIS (3), 161 Jefferson St. * SAN FRANCISCO (5), 16 First St. 
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ONE NEWSPAPER 
EFFECTIVELY COVERS 
THIS MARKET Ww 


The Bangor Daily News 
delivers your advertis- 
ing to 7 out of 10 
homes in the _ seven- 
county Greater Bangor market... 
with $233,048,000 retail sales, $303,- 
676,000 net income. 


Widely diversified industries under- 
write the market’s buying power and 
spending habits. The market has 
70% of the state’s farm income, in- 
cluding the great Aroostook Potato 
Empire ... as well as gigantic paper 
mills . . . canneries . . . textile and 
woodworking factories . . . extensive 
lumber enterprises. Plus, of course, 
famed recreational attractions .. . 
from big game hunting and fishing to 
vacation resorts. 


Sell this rich market through the 
Daily News ... a single advertising 
buy ... the only medium that effec- 
tively covers this huge segment of 
Maine’s buying power and retail sales. 


The 
Bangor Daily News 


Maine's Largest Daily 
64,018 Daily 74,535 Sat.-Sun. 


Represented by ; 
SMALL, BREWER & KENT, INC. 


POINT OF SALE 
ADVERTISING 


Colorful - Self Adhesive - Cellophane, processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale Advertising - Dealer 
Instructions - Distributor literature imprints. 


TOPFLIGHT TAPE CO. YORK, PA. 


“C-L-O-S-E" MAKES 


THE SALESMAN 
BY LEON EPSTEIN 


Newest booklet in the SELLING SIMPLIFIED 
Series. Now available for quantity purchases. 
SAMPLE COPY FREE to executives writing on 
company letterhead. 


Sales Research Institute, 103 Park Ave., N. Y. C. 
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MENT and the International Business 


Machines Corp., the Econometric 
Institute is prepared to furnish to 
sales and advertising executives: 


(1) the consultative advice to de- 
termine the choice of factors (includ- 
ing the consideration of many factors 
not published in the SALES Man- 
AGEMENT annual Survey, but used in 


developing the exclusive estimates of 
Net Effective Income) ; (2) the final 
listing of Market Potential percent- 
ages for the required area definitions; 
(3) the sale of reproduced groups of 
IBM cards to qualified parties. 

Data appearing in the new 1949 
Survey of Buying Power, require 
some 8,400 IBM cards (i.e., two 
groups of 4,200 each for the 3,072 
counties, plus about 1,100 cities). 
In addition, the Econometric Insti- 
tute has on hand some 18,000 IBM 
cards containing all data published in 
the 1948 annual Survey, plus much 
information which has not been pub- 
lished. 

Data in the new 1949 Survey are 
available on punch cards in the fol- 
lowing form: 


from Census publications and Social 
Security payrolls and employment 
tabulations. This material, which 
has been used in the development of 
the exclusive SALES MANAGEMENT 
estimates of Effective Buying Income, 
has proved to be of great value in 
solving certain difficult market re. 
search problems. 

Finally, the IBM punch-card prin- 
ciple as applied to the SALEs Man- 
AGEMENT data makes possible many 
special analyses which in the past 
presented formidable technical diff- 
culties. Thus it is now possible to 
offer listings of the leading 200, 300, 
400, or even 1,000 cities, ranked in 
the order of importance, with respect 
to 1948 population, number of fam- 
ilies, retail sales, food sales, general 
merchandise sales, drug sales, sales 
of home furnishings and electrical 
appliances, wholesale sales, net in- 
come, farm income, per capita in- 
come, per family income, per cent of 
U. S. A. potential, and quality of 
market index. The same applies to 
all counties. The range of possible 
uses to which the IBM cards can be 
put is virtually unlimited. The charge 


Ist Group (4,200 cards) 
County (or City) name and IBM 


code number © 


Population 


% of U.S.A. Population (4 


decimals) 
Families 
Retail Sales ($) 
% of U.S.A. Sales (4 decimals) 
Sales of Food (Th.$) 


Sales of General Merchandise 
(Th.$) 
Sales of Drugs (Th.$) 


2nd Group (4,200 cards) 
County (or City) name and IBM 


code number 


Sales of Home Furnishings and 


Electrical Appliances (Th.$) 

Wholesale Sales (Code) 

Net Effective Buying Income 
(Th.$) 

% of U.S.A. Net Income 

Per Capita Income 

Per Family Income 

Farm Income (Code) 

°%/, of U.S.A. Potential 

Index of Quality of Market 


‘The unpublished data available on 
cards include the ratios of change 
between 1947 and 1948 for all fac- 
tors and for all counties and cities; 
the ratios of persons per family in 
all counties and cities; dollar esti- 
mates of wholesale sales in 1948 for 
all major cities; dollar estimates of 
farm income in 1948 for all counties. 
(The latter two sets of data are pre- 
sented in the new Survey only in the 
form of coded groups. ) 

In addition, the Econometric Insti- 
tue maintains a library of some 100,- 
000 IBM cards on which are 


punched important county data taken 


for most special listings would be 
quite nominal. As an example, a 
listing of the first 500 cities ranked 
in the order of volume of general 
merchandise sales in 1948 could be 
provided for about $50. 

Those interested in special listings 
of the data as described above should 
address their inquiries either to the 
editors of SALES MANAGEMENT at 
386 Fourth Avenue, New York 16, 
N. Y., or to Dr. Jay M. Gould, 
director of the Market Analysis De- 
partment of the Econometric Insti- 
tute, 500 Fifth Ave., New York 18, 
N. Y. 
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Promotion 


Minnesota Wants to Buy 


The Farmer, Saint Paul, Minn., 
sent questionnaires to 1,500 Min- 
nesota farmers last October to dis- 
cover what plans they had in regard 
to buildings and equipment. Ques- 
tionnaires were distributed to each 
county in the proportion that its 
farms bear to total farms for the 
state and respondents were asked to 
place an “X” after each of the listed 
items for which they planned to spend 
money this year. The results are tabu- 
lated in a special booklet. There’s a 
special section devoted to the buying 
plans or desires of Mrs. Farmer. 


Mile’s A. B. C.'s 


Want factual information about 


the young college and career gal? | 


Mademoiselle, which is her bible, has 
printed a promotional piece provid- 
ing all the vital statistics. The pub- 
lication estimates that there are ap- 
proximately 680,000 young women 
attending the 1,500-odd colleges in 
the U. S. Which make a good mar- 
ket for everything from sheets to 
cosmetics. To point up how college 
girls swear by Mademoiselle and how 
department stores and specialty shops 
believe in the magazine, the booklet 
reprints advertisements built around 
Mademoiselle selections. Write the 
magazine, 122 East 42nd Street, New 
York 17, N. Y. 


Beer Again 


American Brewer will send you a 
brochure listing beer sales and con- 
sumption by states and months for 
1948. The brochure contains never- 
before-listed information about beer 
consumption, broken down into the 
amount brewed in each state and the 
amount shipped into each state. 
There’s also a decade of detailed 
data by states as well as annual sales 
back to 1863! Ask for Statistical 
Section. American Brewer is at 202 


East 44th Street, New York, 17, 
N. Y. 


"Sell"—to Ventura 


Ventura County (Calif.) Star- | 


Free Press has a small but informa- 
tive booklet which contains informa- 
tion of Ventura and Ventura County 
and which includes information on 
retail sales, utilities, population, pay- 
rolls, important industries. Address 
Keith Emenegger, 567 East Santa 


Clara Street, P.O. Box 171, Ven- | 


tura, Calif. 


MAY 1, 1949 


HIT HARDER 


at Buffalo’s New Car Buyers 


- - = Use the Courier-Express 


@ In 1948 the Courier-Express carried over half of all 
national automotive linage in Buffalo. It has led in this 
classification for six years . . . proof that it sells new cars, 
tires and accessories. You, too, reach Buffalo buying power 


more economically in this 
favorite morning and Sun- 
day newspaper. 
Remember, your dollar 
buys greater impact in the 
Courier-Express on the fam- 
ilies with more money to 


spend. 


Lu 
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aro, Meeker &S 


Repres 
Osborn, Secol 
Cott 


If you’re interested in magnificent 
performance, it’s the one at the 

right. She maintains her home and family 
at one of the highesi standards of living 
in the world. She and her 

husband put home and family above all 
psy and together, they depend 

upon Better Homes & Gardens 

for ideas and information. Do they 

find your story there when 

they’re making up their minds? 


America’s First Service Magazine 


eller Homes 


ardens 


CIRCULATIO,, oveR 3,000,000 
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PUTS MOTION INTO YOUR PACKAGE 


FOIL” 


ie 
Ma; 


— we 
ASIN ei 


POLL CARTONS © 
peed up your salal 


Foil Cartons sell your product faster. Why? Because while 
ordinary boxes remain static on shelves and counters, 

Foil is a moving, attention-getting display. Convince yourself. 
Walk past a foil package and see how the reflected 

highlights and shadows on its glittering surface give a 

strong feeling of movement. See how this play 

of light draws the eye and holds attention. 

Movement, the key to eye-catching displays and 

faster sales may be yours if you 

put your product into Foil Cartons. 


Send us your present package for suggestions. 


UNITED BOARD/AND CARTON 


orporation 
P. 0. Box 1318 - Syracuse, New York 


Board Mills: Carton Plants: 
Lockport, N. Y.; Thomson, N. Y.; Urbana, O. Victory Mills, N. Y.; Syracuse, N. Y.; Brooklyn, N. Y.; Cohoes, N. Y.; Springfield, O. 
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BY JEROME SHOENFELD 


Looking for New Farm Markets ? 
Soil Districts Can Cue You 


Sales leads are to be found in detailed plans prepared by 


the Agriculture Department for improvement of individual 
farms in some 2,000 Soil Conservation Districts. This re- 
port on these districts tell what they are, how they operate. 


People who have always lived in 
cities think of farmland as something 
solid and permanent. When every- 
thing else fails, we buy and live on 
farms, the self-renewing fertility of 
which we take for granted. Seen from 
a Pullman window, farms look like 
that. 


Dust Bowl Dispair 


Only during the past few years 
have we been aware that farm re- 
sources, like other resources, can be 
wasted away or squandered. ‘This 
awareness came with sudden shock to 
the urban public. Terms such as ‘“‘soil 
erosion” and “dust bowl” entered the 
general vocabulary. Sunday supple- 
ments and the “slicks” regularly carry 
articles asking how an_ increasingly 
impoverished soil will support a rising 
population. Such awareness won’t die 
away like a fad. Too many groups, 
in and out of Government, have a 
vested interest in it and will keep it 
alive. This brings us to the Soil Con- 
servation Districts, made up of local 
farmers who have organized them- 
selves under a plan of the United 
States Department of Agriculture. 

As of January 1 there were about 
2,050 Soil Conservation Districts in 
the United States, to which from 10 
to 15 are added monthly. They in- 
clude approximately 4,400,000 farms. 
A district unit in the state govern- 
ment is organized, not to collect taxes 
or to sell bonds, but to map out con- 
servation plans. These districts call 
upon the Federal Soil Conservation 
Service for technical help in mapping 
programs. The Conservation Service 
makes acre-by-acre surveys to decide 
what the soil can be used for and 
what must be done to preserve it. 
Although examination of farmland 
and application of the findings have 
been going on for years, the Service 
is still far behind in meeting requests 
for its help. 

A farmer applies for help to the 
Zoverning body of the Conservation 
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District, which passes upon his appli- 
cation at its next meeting. Sometimes 
the farmer is invited to sit down with 
neighbors who also are making con- 
servation plans. Where leveling, irri- 
gation or drainage are involved, the 
plans often must dovetail. After the 
application has been approved, Con- 
servation Service experts visit the 
farmland. ‘Their point of view re- 
sembles that of the most elegant hair- 
dressers. Each farm has its own dis- 
tinct personality which the conserva- 
tion plan must fit; to copy a neigh- 
bor’s plan almost certainly would be 
to go wrong. The conservationist 
listens as the farmer explains what he 
intends to grow. Then, from his own 
examination of the layout, he decides 
which fields suit which crops. He fig- 
ures out where to irrigate, where to 
drain, where to level, where to plant 
grass, finally bringing forward, for 
approval, a description of what the 


farm should be. 


Face Lifting Plan 


The farmer is not left at that point 
with his glamorous picture of what 
might be on the one hand, and the 
dismal actuality of his farm on the 
other. Taking into account how much 
money he can spend, the experts help 
him to map out a step-by-step plan 
for revamping his property. They ad- 
vise him on how to buy or hire equip- 


ment and help to arrange for con- 
tracting heavy work. There ‘is a big- 


soil-conservation contracting industry. 


Sales Tie-Ins 


Sometimes local contractors and 
equipment dealers sit in on meetings 


of the farmers and the Conservation . 


District Supervisors. Often they are 
distinctly wanted. However, since 
they are discussed and compared, 
propriety sometimes requires their 
absence. There are, perhaps, 17,000 
farm equipment dealers, holding 
franchises from about 10 full-line 
companies as well as from concerns 


offering innumerable specialties. A 
local dealer presumably is fully in- 
formed on conservation plans under 
way or contemplated. He knows the 
Conservation Supervisors from whom 
he gets repeated sales tips. 

A sales manager who is considering 
breaking into the conservation busi- 
ness, one Agriculture Department 
official suggests, might take these 
steps: 


1. He should obtain a list of Con- 
servation Districts. The Agriculture 
Department has published, as of 
January 1, a 54-page listing of names 
of districts, state-by-state, giving the 
acreage and number of farms in each 
district. The listing is available from 
the Soil Conservation Service, Wash- 
ington, D. C. 


2. Having decided which states he 
wants to sell to, he should obtain 
names and addresses of the Conserva- 
tion District Supervisors in them 
from each State Board of Conserva- 
tion District Chairman. There is no 
published list either of state chair- 
men or of local supervisors. Usually, 
the name of the state board chairman 
can be obtained from the state’s Agri- 
cultural Department. 


3. With some idea of the districts 
he is interested in, the sales executive 
goes to local supervisors. From them, 
he obtains a list of sales prospects; 
that is, names and addresses of local 
dealers who might be interested in a 
new line; contractors who might need 
additional equipment; farmers whose 
plans might call directly for the prod- 
uct. Sometimes a district supervisor is 
associated with a buying cooperative 
and can place business. 


New Markets 


The big full-line companies fre- 
quently stage demonstrations of their 
equipment for farmers in the district, 
particularly when they are introduc- 
ing a new product in the territory. 
The demonstration resembles that of 
a pressure cooker salesman who pre- 
pares a whole meal for some family 
and the neighbors whom the house- 
wife invites. Demonstrations are par- 
ticularly useful in selling heavy equip- 
ment. Light products, naturally, often 
sell on first-look inspection. 


Agriculture Department officials 
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surmise that many companies that 
never tried to operate in this market 
might have something to offer. One 
way to judge is to note some of the 
many jobs that conservation work 
involves : 


1. Clearing and grubbing: removal 
of trees and brush that interfere with 
seed-bed preparation, mowing, etc. 


2. Contour furrowing: building 
small, shallow furrows or loosening 
subsoil in order to prevent erosion 
from rain. 


3. Contour planting: planting 
crops in rows that stay on the same 
level instead of in rows going up and 
down a slope. 


4. Cover crops: crops grown to 
protect the soil between periods of 
regular crop production. 


5. Stubble mulch farming: man- 
agement of cropland to conserve stub- 
ble near the surface in order to pre- 
vent erosion. 


6. Diversions: channels across 
slopes to intercept water flows and 
thus prevent erosion. 


7. Drainage: including surface and 
subsurface piping, building open 


drains, dikes, 


pumping plants, 
wells, etc. 


8. Emergency tillage: bringing 
clods of soil to the surface to prevent 
erosion. 


9. Fertilizing grazing land: self- 
explanatory. 


10. Field Planting: planting trees, 
etc., for erosion checks and wind- 
breaks. Hedging also marks bound- 
aries. 


11. Fire protection: self-explana- 
tory. 


12. Irrigation: This includes build- 
ing storage dams for stream water, 
diversion dams, wells, digging canals, 
piping, preparing the land for irri- 
gation by leveling, etc. Many kinds 
of digging, earth removing, plumb- 
ing and surveying equipment are used. 


13. Liming pastures: to improve 
growth. 


14. Mulching: covering land with 
vegetable litter, usually purchased, to 
conserve moisture and to prevent 
weeds. 


15. Pond management: protecting 
ponds from silt, etc., which would 


kill fish. 


16. Pruning: self-explanatory, 


17. Reorganizing fields: rearrange. 
ment by changing boundaries. 


18. Rodent control. 


19. Soil moving dams: to impound 
silt, reduce erosion, etc. 


20. Stockwater development: with 
use of springs, reservoirs and wells, 
supplying drinking water for live. 
stock. 


In addition to Soil Conservation 
Service, another Agriculture bureau 
deals with conservation, directly 
financing it. The Production and 
Marketing Administration pays out 
50% of the cost of conservation jobs 
up to its yearly appropriation for that 
purpose. This scheme is an outgrowth 
of the old AAA plan for raising farm 
purchasing power. PMA jobs gen- 
erally are smaller and faster than 
those mapped by SCS. 

Agriculture Department officials 
believe that local conservation men 
usually would be delighted to be vis- 
ited by more salesmen. Interest by 
more companies would help their 
campaign. Even if farm buying de- 
clines, they insist, soil conservation 
work will go ahead for a long time— 
presumably as long as there are farms. 


e - ing mass men’s magazine 
The Largest-Selling g 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
(Period ending December 31, 1948) 


Is “‘mass magazine” space getting too costly 


for vour men’s product budget? 


LOOK AT 


THESE FACTS 


THE AMERICAN 


LEGION 
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1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


drop a “collect” wire for 
full details to: 

Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 
1 Park Avenue 

New York City 


MAGATZINE 


3,031,838 


If these facts intrigue you, 
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tion. Here's positive proof that ONE DOES 
IT in Seattle .:. that it pays f6 concentrate 


your advertising in The SEATTLE TIMES! 
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National colors 
are broken at the 
gaff after the 
setting of the 
watch. 


OFFICIAL U.S. 
NAVY PHOTO 


"it has been said: 


“One ship goes East, 
another goes West, 


With the self-same 
winds that blow; 


"Tis the set of the sail, 
and not the gale 


That determines which 
way they go.” 


“We set the ‘sails’ today, 
despite any gale, toward 
Peace. To this great ob- 
jective, Peace through 
Strength, we dedicate 
the United States Ship 


Roanoke.” 


Excerpt from Address by 

The Honorable Louis Johnson 
Secretary of Defense 

At the Commissioning 

Of The USS Roanoke, 

World's Mightiest Light Cruiser 
At Philadelphia Navy Yard 

On April 4, 1949 


ROANOKE 


TIMES AND WORLD-NEWS 


ROANOKE VIRGINIA 


ED 
SAWYER + FERGUSON + WALKER CO 
Nufional Repr 
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Shop Talk 


Aunt Helen's Ice Box 


My aging Aunt Helen is old-fashioned and proud of it. She be- 
lieves in make it do, wear it out, do without. Until 1941 she still 


had an ice box—a battered ugly crate as big as the batters’ box at 
Ebbets Field. 


One fine September morning a General Electric salesman called 
on her. For the better part of an hour he extolled the virtues of a 
G-E refrigerator. Aunt Helen said yes, the machines were beautiful 
and convenient and economical, but she wasn’t ready to buy one. The 


house needed papering, she wanted some new linoleum, and maybe 
some time in the future... . 


Then six months later, probably on a day when the iceman had 
left tracks on her freshly scrubbed kitchen floor, she walked into the 
local utility office and bought a refrigerator. It was a Westinghouse. 


Two months later the G-E man again turned up on the doorstep. 
“Oh,” she told him, “you’re too late. I’ve bought a refrigerator.” 


The salesman asked what kind she had purchased. She said, “a 
Westinghouse.” 


The salesman didn’t bat an eye. ‘““You’ve got a good machine,” he 
said with conviction. He smiled. “I should have come back sooner, 
shouldn’t I?” A few more pleasant words and he departed. 


When Aunt Helen related all this to me she couldn’t get over 
talking about the G-E man who had been so gracious, who had gone 
out of his way to praise a competitor. “General Electric must be a 
fine company,” she said. “I just thought that was mighty nice—for 
him to tell me I had made a good buy, when he didn’t get the sale.” 


Since then I know she has bought at least one other major house- 
hold appliance—a G-E. I haven’t any way of proving it, because 
psychological processes are obscure, but I’ll bet a hat the refrigerator 
incident had something to do with it. 


This story leads me to a point of sales technique which seems to have 
had altogether too little emphasis in these recent months when the com- 
plexion of the market has changed. That's the importance of knowing how 
to handle the subject of competition when it arises in a sales situation. 


If we were to ask a psychologist why the General Electric sales- 
man’s behavior made such a favorable impression on the prospect, he 
would probably point out that the salesman had made her feel secure 
in her purchase by endorsing her judgment. Personally, I think the 
General Electric man made this sale. He sold her electric refrigera- 
tion. His timing on the call-back was wrong, or he would have had 
the order. The impression he left, however, sold the buyer on the 
company and its products, thus leading, at least in some measure, to 
a later sale of another piece of G-E equipment. 


| don't know how you react to a salesman who is bitter, or vituperative 
or derogatory when a question arises about the merits of a competitive 
product, | get suspicious, then | get nettled, and then | lose confidence 
in and respect for the man who responds that way. It isn't professional 
selling. It tears down the industry in the eyes of the public. It presents 
selling as an expression of feuding instead of an expression of service. 
Americans love keen competition, but they have deeply ingrained feelings 
about clean sport, and those feelings carry over from baseball and foot- 
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ball into business and social affairs. That's why unskillful handling of com- 
petition so often arouses an unfavorable emotional reaction in the minds 
of prospects. 


Considering all things, the salesman who hews to the line and 
builds his presentation solely on the superior merits of his own 
product is on the safest ground. If the prospect forces him to answer 
direct questions about competitive products, most experts in the field 
of selling would probably suggest that he answer as fairly as possible 
and as briefly as possible, then pull the interview back to emphasis 
on the product or service under discussion and how it will benefit the 
prospective buyer. Competitive selling is essentially destructive selling. 
“Accentuate the positive” is a trustworthy rule in sales procedure. 


If we can agree on this principle, then we are led inevitably to the 
observation that the skillful salesman must know his product so 
thoroughly that he can select for emphasis the known and tested 
points in which his wares are superior to others. By so doing the 
prospect who is “shopping around” can be led to look for these 
specific points as he compares one value with another. This type of 
approach is one that leads the prospect to buy, as opposed to the ap- 
proach which makes him feel he is being sold. Goods that pass into 
consumer ownership that way stay sold. 


The point | want to make is that careless handling of competition is 
much more likely to impede, than to advance, a salesman's progress to- 
ward a sale. When that competition gets shady or dirty, it has even 
more disastrous consequences. 


Consider the story related to me by a fellow business paper editor. 
A salesman selling a service in that magazine’s industrial field was 
working a list of companies known to be customers of a competitor. 
He was so assiduously engaged in attempting to undermine his com- 
petition by an undisguised frontal attack on the type and character of 
service offered that some of the customers began to come to the editor 
to comment and to cry “foul!” The editor found himself wholly in 
sympathy with their point of view. 


A short time later the company represented by the salesman in 
question expressed a desire to place an advertising contract with the 
magazine. The publication management turned the contract down— 
and explained why they were doing so. 


“We cannot,” they said frankly, “give an implied endorsement to 
your firm by allowing its advertising to appear in the pages of our 
publication so long as we know that the type of selling you’re carry- 
ing on is having a destructive effect on your whole field.” 


This action forced the salesman to a realization that he had far 
over-stepped the boundaries of good taste, good sportsmanship, and 
good selling, and he quickly changed his tactics. But some damage 
had ‘been done, some of which isn’t yet repaired. To this day that 
editor refuses to recommend the services of that salesman’s firm, and 
he’s in a position to influence quite a few orders in a year’s time. 


Let's examine the sales presentations we've made in the last six months 
and see if the return to a buyers’ market has decoyed us (perhaps un- 
consciously) into destructive competitive selling. Which is the better 
part of wisdom: to spend twelve minutes focusing a buyer's attention 
on a competitive buy, or investing the same amount of time in stressing 
the value and satisfaction he will get out of our own product? 


Let’s set a policy for ourselves on meeting competitive issues. Let’s 
be fully aware of the dangers. Let’s remember that competitive 
selling seldom pays off, to us as individual salesmen, in respect or 
signed orders. And let’s remember that we have a responsibility to 
our industries—and to the whole profession of selling—to keep our 
Strategy and our tactics clean and above reproach. 


A. R. HAHN 
Managing Editor 
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Report to (Advertisers: 


(Since July at the highest 3-year 
rate— $7—of any contractor- 
builder magazine) 


For January and February 1949 
PB’s subscription sales 
totaled $25,909.82 


(Almost 50% better than 
1948 average per month) 


Thie Indicates: 


@ No let-up in builders’ plans for 
continued activity in 1949. 

@ Fast-growing acceptance for PB 
among more and more contractor- 
builders. 


@ Maximum buying infivence for PB 
Advertisers. 


€é, PB reaches more contractor- 
builders than any other building 
paper—because editorially it is geared 
to oneinterestall builders haveincom- 
mon: building method—“how-to-do- 
it” better, faster, more economically. 


ye The 
| mats "il “How-to-Do-It” 
ee Magazine read 
by 80,000 
Practical Building 
Men 


PRACTICAL BUILDER 


5 SOUTH WABASH AVE. CHICAGO 3, ILL, 


How Pint-Size Oriental Foods 
Prospers Among the Food Giants 


As told to James H. Collins 


BY PETER HYUN, JR. Vice-president, Oriental Foods, Inc. 


Little Oriental Foods, Inc., is not cowed by the size of 
its competitors for shelf space in either supers or the 
Mom & Pop stores. It steadily widens its market through 
consistent advertising tied to point-of-sale displays. 


As food business goes, we are not 
big people. However, for 33 years, 
as giant food companies have battled 
and super markets have spread over 
acres, we have remained and pros- 
pered. We might easily have been 
lost under foot, but our production 
and area of distribution have in- 
creased each year. 

We have a quality line, under the 
brand name Jan-U-Wine Oriental 
Foods, and have always maintained 
quality. We have capable brokers in 
the 11 western states, many of whom 
have been with us five to 20 years. 
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However, more than to any other 
one reason we attribute our position in 
the trade to point-of-sale promotion. 
It always has been the pivot of our 
business. A large part of our money 
is spent on point-of-sale devices. The 
rest—mainly local newspaper and 
radio advertising—is linked to our 
products on retailers’ shelves. To 
move them for our distributors is an 
obligation we have recognized ever 
since my father, Peter Hyun, Sr., first 
won a little shelf space from scepti- 
cal Los Angeles grocers. 

Born in Korea, but living in the 


United States since boyhood, and a 
professional cook, my father conceived 
the idea of canning chop suey for the 
grocery trade. Americans were dis- 
covering that dish in Chinese restau- 
rants. ‘There must be enough con- 
sumer acquaintance, he believed, to 
create a demand which would grow. 

Thus my father became known as 
a point-of-sale man. Often his sale of 
two or three cases would depend on 
building a display. Background ma- 
terials were necessary and he learned 
to use Chinese accessories and explan- 
atory placards. 

We now put up about 30 Chinese 
foods, and have a large institutional 
market as well as grocery distribution. 
Our products are carried by every 
United States Army canteen in the 
world. Contrasting with my father’s 
first-year peak of 357 cases, we put up 
108,592 last year. 

Point-of-sale work is now carried 
on by our brokers, about 30 of them. 
Their salesmen build stacks and mass 
displays in stores that carry from a 
dozen to 20 of our products and order 
in 20 to 30 case lots. These displays 
are usually timed to our newspaper 
advertising in brokers’ areas. 


PETER HYUN, JR., (left) has followed his father's practise of back- 


ing Oriental Foods with point-of-sale material such as that above. 
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Watch that last step! 


When your ad makes your prospect want your 
product, isn’t it a good idea to tell hhm WHERE 
to buy itP 

That’s where Trade Mark Service comes 
in. That means your trade-mark or brand 
name is displayed in the ‘yellow pages’ of the 
telephone directory over a list of your local 
dealers. You can have this service across the 
nation... or in specific localities. 

Then your advertising can carry a statement 
like this: 

**Y ou’ll find our dealers listed in the ‘yellow 
pages’ of your telephone directory.” 


Certainly your dealers will appreciate this 
sales help. It can mean 
more sales for them... 
and, naturally, for you. 


GUIDE 
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FOR OVER 60 


What...why...who...where! 


| 
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FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS 
OFFICE OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA. 
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a JAM HANDY 
production 


GET BETTER SELLING 


in a Competitive Market 


The Things People Want vividly 
shows how to sell by demonstrating 
fundamentals of salesmanship. It’s a 


basic sales training sound motion pic- 
ture . . about people who buy and 
people who sell as applied to 
any business. For rent or sale. 

Also available complete, low cost 

Jam Handy packaged ready-to-use 

visual sales training programs . 

sound slide-films, motion pictures, 

meeting guide manuals. 


Write today for details and new 
preview plan. No obligation. 


JACK C. COFFEY CO. 


205 W. WACKER DRIVE CHICAGO 6, ILLINOIS 
Telephone RAndolph 6-7100 


[me 


(Bunowne Prooucts Mercugnaner If 


The 


Industry’s Salesman-----; 


Mightiest Sales Force 


Man or Magazine 
in the Building Products Field 


Independent surveys, largest cir- 
culation, highest renewal rate, 
largest mail subscriptions all 
prove AL/BPM first choice of 
dealers. 


r--------= American Lumberman 
| & Building Products Merchandiser 
1 
! 
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139 N. CLARK ST., CHICAGO 2 
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Our point-of-sale methods have de- 
veloped along lines that make our ex- 
penditures go far, relating one thing 
to another. Everything is centered 
around the broker. When he has 60% 
distribution in his territory, by num- 
ber of retail outlets, we stage a news- 
paper and radio spot announcement 
campaign for 13 weeks once a year 
in his territory. This increases to two 
or three times wider distribution. 

These advertising campaigns give 
the broker a focus for special activi- 


| ties. Before a campaign is launched 


| his salesmen show proofs, obtain ad- 


ditional orders which will enable him 
to tie in with the advertising and 
build mass displays or stacks. 
Wherever possible, we have the co- 
operation of each newspaper’s domes- 


| tic economist, often featuring her in 
| the advertising. She finds Chinese 


foods an interesting subject for reci- 
pes and menus, draws attention to 
them in her cooking demonstrations. 
These newspaper home economists are 


| well informed women and are inter- 


ested in anything that is useful to 
their readers in making menus more 


| exciting, or in running the household 
| on a budget. Our brokers supply them 


| with 


information. Our advertising 


agency is the J. T. Crosley Co., Los 


| Angeles. 


Point-of-sale is often overlooked in 


| small retail outlets, making a splurge 


in larger super markets. We try to 


| avoid that error. Our line is carried 


in all large markets, on ample shelf 
space, regularly allotted to our prod- 
ucts. 

Recently a large new super mar- 


| ket was opened in the Los Angeles 


area. It devotes 42 feet of shelf to 
our line, four feet more than to jams 
and jellies. This is typical of many 
large markets, and _ concentrating 


| point-of-sale effort upon them is un- 


derstandable. 


Small Stores, Too 


However, our line is also a staple in 
small stores where sometimes a case 
is a large order. The stock on the 
shelves will add up to scarcely a 
dezen cans of several best-sellers, 
such as chop suey and chow mein, 
and the entire meat specialty section 
runs to less than a dozen feet of shelf. 

These smaller stores are important 


_in adding up sales. They are even 
| more important as advertising. There- 


fore, we always have point-of-sale 
devices that fit their needs. Recently 


_ we have been using a celluloid rubber- 
| cemented streamer that can be glued 
' to the shelf under our products. It is 


in two colors, and displays our Jan- 
U-Wine trade-mark and _ suggests 
“Serve a Chinese dinner at home to- 
night.”” Total length is nine inches, 


but it is supplied to us in continuous _ 
rolls so it can run along many feet of 
shelving. These are put in by brokers’ 
salesmen, or by grocers who like them 
because they help customers find self- 
serve merchandise. 

Our brokers appreciate our point 
of view on small outlets, and their 
salesmen do not neglect them. The 
small store with a dozen tins is help- 
ing us to keep the line before the 
housewife; it may be growing into a 
large store. It is worth the salesman’s 
time to keep up an acquaintance with 
smaller grocers, to supply them with 
our recipe folders, to suggest that a 
little more shelf space, and some pro- 
motion, can increase their sales of 
our line because the largest supers 
feature them. The demand is there, if 
they will cater to it. 


Glamour Product 


Our newspaper advertising has 
been developed on several themes 
which have been found effective as 
we grew and entered new territory. 
When my father started business, the 
exotic character of Chinese foods was 
the strongest appeal. 

Now we put more emphasis on the 
variety and economy of our food. 
Most of our products can be used in 
general recipes such as chop suey 
vegetables which are suitable as chop 
suey, or they can serve as meat 
stretchers in other dishes. Soy sauce 
is an ingredient for general cooking. 
Our sauce is accepted for advertising 
in American Medical Association 
publications. We pack such staples as 
cooked rice, and were pioneers in such 
products. We have a best-seller in 
our combination meatless dinner 
which will economically serve four 
people, and can be “doctored up” in 
numerous ways. “Chinese foods are 
exotic, serve them for a change— 
but also serve them for economy,” 
is the theme. 

Our newspaper advertising is al- 
ways personalized by appearing under 
the by-line of our own home econo- 
mist, Mrs. Roselyn Spalty, and by 
appearing with the name of the news- 
paper's home economist. Specific 
recipes and suggestions are given, and 
readers are invited to write either to 
the newspaper home economist or to 
Mrs. Spalty. Newspaper advertising 
is also keyed by an offer of a folder 
“Oriental Dinner for Four.” The in- 
quiries are an index of the pulling 
power of the advertisements. 

Thus, for a full generation, we 
have held our place among the giants, 
spending around 5% of our gross in 
sales promotion. Backed by hard work 
and splendid teamwork from our dis- 
tributors, we have made that place 
permanent. 
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"LET PITTSBURGH 


Choose a 
Color-Scheme 
that follows 
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1. COLOR DYNAMICS PRESENTATION: Window displays 
figure importantly in the new national campaign by Pittsburgh 
Plate Glass Co. for Pittsburgh Paints. This is one of the four 
created and produced by Hussey-Woodward, Inc. Colorful 
consumer booklets come with the point-of-purchase material. 


2. POINT-OF-SALE DEMONSTRATOR—Actual lock mechan- 


ism is mounted in crystal-clear housing of Plexiglas. It makes a 


gleaming counter piece which consumes little space on the’ 


counter. Allows customers to see inner workings. A black 
acrylic is used for the base. Fabricated by Dura Plastics, Inc. 


3. DISPLAY DISPENSERS—The counter box is in a pleasing 
shade of blue-green and makes an effective foil for the deep 
salmon and brown of the Dial soap wrapper. Designs are made 
by Robert Sidney Dickens & Associates. Boxes are produced 
by Cooper Carton Corp. and the National Paper Box Mfg. Co. 


EP 4. SAMPLER STYLE DISPLAY 
5 Lon /» —It is now being distributed 
“an by Imperial Paper & Color 

Corp. to introduce a new line 

Path and ty | of ready-to-apply wallpaper 
borders. The piece is of metal, 

with 38 sample strips mounted 

on spiral stand. It was made 

by Copeland Displays, Inc. 
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I’m interested. Send me more information on . Ielech TON 
[] Large Ad Clocks 
[) Smaller Size for Inclusion in Display or Dispenser 
|] Promotion Clocks with Plaque or Special Dial 
[) Product Replica Clocks 


Approximate Quantity..............(250 minimum on Ad and Promotion 
Clocks, 500 minimum on Replica Clocks) 
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A v/elechion PROMOTION CLOCK 
WITH YOUR ADVERTISING MESSAGE 


Here is the ideal gift, reminder or promotional item... 
a special Telechron Electric Clock . . . of various styles and 
models with cases of wood, metal or plastic . . . or a special 
promotion clock designed to your own specifications. It’s 
the ideal good will builder because it satisfies a universal 
need ...is always in sight ...is looked at many times a day 
.. + lasts for years. Long after other gifts or reminders have 
been enjoyed, used up or have become obsolete, a Telechron 


Promotion Clock is still performing its indispensable 
service. 

By putting your name or product identity under your cus- 
tomer’s or prospect's eyes, this useful, appreciated way — 
with a plaque on the case or a message on the dial, you'll 
get rich returns on your advertising investment. Mail the 
reply card below for more data. 


Telechron Promotion Clocks. 


A GENERAL ELECTRIC AFFILIATE. 


More and more promotion-minded firms are adding extra eye- 
appeal to their bids for product identity and good will by using 


This is a reminder advertising medium well worth your own in- 
vestigation. You'll be amazed at the low cost. Mail the card below 
for full details. TELECHRON INC., ASHLAND, MASS. 


And Now... “felech WIL Promotion Clocks Custom-Built To Your Specifications 


FIRST CLASS 
PERMIT No. 1 
(Sec. 510 P.L. & R.) 


ASHLAND, MASS. 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 


— POSTAGE WILL BE PAID BY — 


310A Union Street 
Ashland, Massachusetts 


PROMOTION CLOCKS 


. 
1 
i) 
' 
t 
! 
' 
! 
1 
' 
1 
i 
L 
! 
1 
1 
! 
' 
i 
4 
! 
1 
1 
' 
1 
! 
! 
1 
1 
1 
1 
' 
1 
1 
' 
L] 
1 
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DR. ROBERT L. JOHNSON 


NFSE Director Dr. Robert L. 
Johnson heads the new national citi- 
zens committee formed to follow 
through on recommendations of the 
Hoover commission to cut down the 
cost of government bureaucracy. 

The head of NFSE’s committee 
providing services “For the Edu- 
cator”, who is president of Temple 
University, Philadelphia, accepted 
the chairmanship of the committee 
at the personal request of Mr. 
Hoover. 

Dr. Johnson has long been a stu- 
dent of government, and served ona 
“task force” which studied govern- 
mental personnel policies for the 
Commission on Organization of the 
Executive Branch of the Govern- 
ment, headed by former President 
Herbert Hoover. His committee, 
which will work to support “far- 
reaching enduring reforms in the 
Federal government” is composed of 
more than 700 prominent citizens 
from all parts of the United States. 

In announcing the formation of 
his committee, Dr. Johnson said it 
will have two objectives: 

1. To slash Federal spending 
“seven to ten million dollars a day;” 

2. To create an efficient govern- 
ment organization geared to the 
needs of a great and complex na- 
tion.” 

Dr. Johnson has been president of 
Temple University since 1941. He 
was a vice-president of Time, Inc., 
from 1922 to 1937, and is a director 
of the Armstrong Cork Company, 
the Girard Trust Company and the 
Penn Mutual Life Insurance Co. 
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A striking development on the 
labor-management scene has been 
a drive by certain unions to gain a 
foothold in the schools. 

By far the most aggressive of these 
has been the United Electrical Radio 
& Machine Workers of America. 
With about 420,000 dues-paying 
members the UE is the third largest 
affiliate of the C.1.O. 


In consumer magazines and news- 


f"|T0 TEACHERS 


res FROM A LABOR UNION 


In response to a growing interest among teachers, infor- 
mation about labor unions is now available for classroom 
discussions, debates and forums from one of America’s 
largest labor organizati Material Rehite ioctndon 
1 PUBLICATIONS: A variety of leaflets, brochures and 
booklets on such timely subjects as prices, profics, 
Taft-Harticy law, etc, can 


wages, political action, 
be many io quaatity, for Classroom use. 
MOTION PICTURES: Three 16mm. sound films, 
loaned without cost, deal with political action, the 
tise of a modern union, and the relationship of prices 
to profits and wages from the worker's point of view. 
RADIO: Printed crenscripes of a weekly coast-to-coast 
tadio news program is union are avail- 
able, which can be used to stimulate classroom discus 
ons on current events. 

Send for a free TEACHERS KIT of sample material made 

available to school teachers by the United Electrical, Radéo 

ond Machine Workers of America (UE). 


UNITED ELECTRICAL, RADIO AND MACHINE WORKERS OF AMERICA 
11 East Stet Street, New York 22, N. ¥. 
Please send me « free copy of the TEACHERS KIT. 
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THIS AD, from a consumer magazine, 
offers UE publications to teachers. 
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papers the UE has been running an 
advertisement offering “information 
about labor unions for classroom 
discussions, debates and forums 
from one of America’s largest labor 
organizations.” Complete with cou- 
pon the ad offers teachers material 
which includes publications, motion 
pictures, and radio scripts of the 
UE’s weekly network broadcast. 

This “teachers kit”, prepared and 
distributed by the UE, contains 23 
separate pieces of material and has 
been going out to school libraries, 
educational organizations, and 
teachers since last October. 

Lashing out at “big business,” the 
basic theme of this literature is that: 

“Prices are high today because big 

business — which has organized it- 

self into huge monopolies—is hun- 
gry for exorbitant profits!” 
or 

“The cost of living is high today 

because big business raised prices 

unnecessarily in order to make 
higher and higher profits.” 

The secondary theme argues that 
“price levels are not determined by 
wages, and “the average weekly 
wage for the average factory worker 
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is $52 a week, but the average fam- 
ily needs at least $65 a week to 
pay for necessary expenses.” 

In addition to a steady barrage 
against inflation and profits the UE 
propaganda also singles out the 
Marshall Plan and the Taft-Hartley 
Act as special targets. It’s interesting 
to note that the UE’s attack on the 
Marshall Plan and the Taft-Hartley 
the current Communist Party line on 
European Recovery. 

The UE teachers kit also offers 
to lend to teachers, free of charge, 
its three notorious motion pictures, 
which have been shown in several 
Sales Executives Clubs. In offering 
Our Union, Deadline for Action, and 
The Great Swindle, for showing be- 
fore the students in America’s schools, 
the UE says: 

“Many years ago it was realized 
that ‘one picture is worth a thou- 
sand words’. Teachers know this 
is especially true as far as young 
people are concerned. The UE 
films will help students grasp ideas 
on inflation, on the need for politi- 
cal action by every citizen, and 
on the growth and development 
of a trade union.” 
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PEOPLE 


DR. ROBERT L. JOHNSON 


NFSE Director Dr. Robert L. 
Johnson heads the new national citi- 
zens committee formed to follow 
through on recommendations of the 
Hoover commission to cut down the 
cost of government bureaucracy. 

The head of NFSE’s committee 
providing services “For the Edu- 
cator’, who is president of Temple 
University, Philadelphia, accepted 
the chairmanship of the committee 
at the personal request of Mr. 
Hoover. 

Dr. Johnson has long been a stu- 
dent of government, and served on a 
“task force” which studied govern- 
mental personnel policies for the 
Commission on Organization of the 
Executive Branch of the Govern- 
ment, headed by former President 
Herbert Hoover. His committee, 
which will work to support “far- 
reaching enduring reforms in the 
Federal government” is composed of 
more than 700 prominent citizens 
from all parts of the United States. 

In announcing the formation of 
his committee, Dr. Johnson said it 
will have two objectives: 

1. To slash Federal spending 
“seven to ten million dollars a day;" 

2. To create an efficient govern- 
ment organization geared to the 
needs of a great and complex na- 
tion.” 

Dr. Johnson has been president of 
Temple University since 1941. He 
was a vice-president of Time, Inc., 
from 1922 to 1937, and is a director 
of the Armstrong Cork Company, 
the Girard Trust Company and the 
Penn Mutual Life Insurance Co. 
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A striking development on the 
labor-management scene has been 
a drive by certain unions to gain a 
foothold in the schools. 

By far the most aggressive of these 
has been the United Electrical Radio 
& Machine Workers of America. 
With about 420,000 dues-paying 
members the UE is the third largest 
affiliate of the C.1.O. 

In consumer magazines and news- 


"| TO TEACHERS 


fxs FROM A LABOR UNION 


Ia response to a growing interest teachers, infor- 
mation about labor unions is now available for classroom 
discussions, debates and forums from one of America’s 
largest labor organizati Material ilable includes: 
1 PUBLICATIONS: A variety of leafless, brochures aod 
w political action, 
be many io quantity, for classroom use. 
2 MOTION PICTURES: Three 16mm. sound films, 
loaned itical action, the 


poli 
tise of a modera union, and the relationship of prices 
to profits and wages from the worker's point of view. 


Send for a free TEACHERS KIT of sample material made 
available to school teachers by the United Electrical, Radio 
__ Machine Workers of America (UE). 


UNITED ELECTRICAL, RADIO AND MACHINE WORKERS OF AMERICA 
18 East Sist Street, New York 22, N. ¥. 
Please send me o free copy of the TEACHERS KIT. 
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THIS AD, from a consumer magazine, 
offers UE publications to teachers. 
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papers the UE has been running an 
advertisement offering “information 
about labor unions for classroom 
discussions, debates and forums 
from one of America’s largest labor 
organizations.” Complete with cou- 
pon the ad offers teachers material 
which includes publications, motion 
pictures, and radio scripts of the 
UE’s weekly network broadcast. 

This “teachers kit”, prepared and 
distributed by the UE, contains 23 
separate pieces of material and has 
been going out to school libraries, 
educational organizations, and 
teachers since last October. 

Lashing out at “big business,” the 
basic theme of this literature is that: 

“Prices are high today because big 

business — which has organized it- 

self into huge monopolies—is hun- 
gry for exorbitant profits!” 
or 

“The cost of living is high today 

because big business raised prices 

unnecessarily in order to make 
higher and higher profits.” 

The secondary theme argues that 
“price levels are not determined by 
wages, and “the average weekly 
wage for the average factory worker 
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is $52 a week, but the average fam- 
ily needs at least $65 a week to 
pay for necessary expenses.” 

In addition to a steady barrage 
against inflation and profits the UE 
propaganda also singles out the 
Marshall Plan and the Taft-Hartley 
Act as special targets. It’s interesting 
to note that the UE’s attack on the 
Marshall Plan and the Taft-Hartley 
the current Communist Party line on 
European Recovery. 

The UE teachers kit also offers 
to lend to teachers, free of charge, 
its three notorious motion pictures, 
which have been shown in several 
Sales Executives Clubs. In offering 
Our Union, Deadline for Action, and 
The Great Swindle, for showing be- 
fore the students in America’s schools, 
the UE says: 

“Many years ago it was realized 

that ‘one picture is worth a thou- 

sand words’. Teachers know this 
is especially true as far as young 

eople are concerned. The UE 
films will help students grasp ideas 
on inflation, on the need for politi- 
cal action by every citizen, and 
on the growth and development 
of a trade union.” 


The UE is by no means operating 
alone in this campaign. In February 
the Essex County Trades Council 
announced that it had worked out 
a plan with the school authorities 
in Newark, New Jersey. Under this 
plan the senior students in one of 
the city’s leading schools will get 
labor’s viewpoint directly from 
union officials. The plan called for 
each session to start with a 20-min- 
ute talk by one of the A. F. of L. 
“professors”, followed by 25 min- 
utes of open discussion. 

The Trades Council, in announc- 
ing the plan, voiced the hope that if 
the experiment succeeded, it would 
be extended to all the high schools 
of Newark—and eventually over the 
nation! 

Whether this particular experi- 
ment succeeds or not, however, the 
educational program of labor repre- 
sents a challenge which American 
business must meet. If America’s 
students are given just one side of 
the economic picture they will surely 
have a warped concept of the Ameri- 
can scene when they assume their 
place as citizens. 

Through its own educational pro- 
gram, however, the National Fed- 
eration of Sales Executives is con- 
ducting a positive program which is 
meeting this challenge in the schools. 

The key figure in a system of free 
enterprise is the salesman. His im- 
portance ina country’s economy is 
an exact measure of the degree of 


freedom of that economy. As a 
country moves toward planning and 
socialism the salesman’s role _ be- 
comes less and less vital. Under a 
completely planned economy there 
is no place for a salesman in the 
country’s economic life. 

Therefore, in stressing the impor- 
tance of selling, and in presenting 
the advantages of a career in sales 
to the nation’s youth, NFSE is effec- 
tively presenting the case for free 
enterprise—the case for American 
business. 

The Federation’s educational pro- 
ject represents a coordinated pro- 
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gram to teach the facts of American 
economic life to the Nation’s youth, 
As such it is helping to fill a vacuum 
which has existed too long in the 
American schools. NFSE has as- 
sumed a great responsibility, for the 
stakes are America’s greatest re- 
source — the nation’s youth. But it is 
a responsibility which must be ac- 
cepted. 

As the President of one of 
America’s great corporations, who is 
also an outstanding public figure, re- 
cently said: “The National Federa- 
tion of Sales Executives is the onl: 
organization which can do this job!” 


More than 45 NFSE clubs are 
actively working with educators 
and schools in their communities, 
sponsoring and staffing courses in 
salesmanship. 

The National Essay Contest, 
which is now drawing to its close, 
will produce almost 50,000 essays. 
Thus almost 50,000 high school 
students will have studied selling’s 
importance in our economy and 
considered its advantages as a 
career. 

NFSE’s recent publication, Por- 
trait of a Modern Sales Executive, 
has been sent to the President of 
every men’s college in the country. 
Educators welcome it because it 
explains clearly what courses are 


NFSE PROGRAM IN YOUR CHILDREN’S SCHOOLS! 


best for a career in selling. 

Dozens of Sales Executives Clubs 
are making formal presentations on 
“Salesmanship — A Career”, before 
high school assemblies. 

NFSE has published suggested 
curricula on courses in selling. 
These pamphlets are available to 
any school on request. 

A NFSE representative, Harry 
Bowser, is speaking before teachers’ 
conventions all over the country, 
stressing the importance of selling 
and pointing out the need for 
courses in distribution. 

In Worcester, Rochester, Phila- 
delphia, and many other clubs, sales 
executives are speaking regularly 
before high school assemblies. 


THESE PAMPHLETS ARE sampues of the material which the UE is distributing free to teachers for classroom use. 
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FACTS THE PUBLIC IS NOT TOLD 


~ WAGES 


E HIGH PRICES 


HIGH PROFITS caus 
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NEW ORLEANS— The first Star Sales- 
man’s Award luncheon was held 


| here recently. Twenty-two outstand- 
) ing salesmen, one from each partici- 


pating firm, were given city-wide 
recognition when they were awarded 

laques before a crowd of almost 
400. Each company selected its own 
star for 1948, using its own basis of 
selection. 


At the ceremony a special plaque 
was also presented to Mayor Morri- 
son, who is the New Orleans Sales 
Executives Council’s choice as the 
outstanding Salesman For New 
Orleans. 


In most cases the presentation to 
each star salesman was witnessed by 
the top executive in his company. 
Executive members of New Orleans’ 
two universities, Tulane and Loyola, 
were also represented at the meet- 


ing. 


NEW YORK—The “Hands in Ap- 
plause” award, shown below, was 
recently presented to John R. Davis, 
vice president of the Ford Motor 
Company, by the New York Sales 
Executives Club. The award was 
made in recognition of Mr. Davis’ 
“outstanding salesmanship in intro- 
ducing the new Ford car.” 

The “Hands in Applause” were 
created by sculptor Robert Bros and 
are presented by the New York club 
to executives who have made out- 


standing contributions to selling and 
to the Sales Executives Club. Each 
reproduction is hand-finished by the 
sculptor, and the recipient’s name 
is engraved on the plate at the base. 
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With the creation of the award the 
New York Club has solved the diffi- 
cult problem of showing concrete 
appreciation in a distinctive way. 


RICHMOND~— A very successful so- 
lution to the same problem has been 
devised by Sam Robinson, Executive 


Secretary of the Sales Executives 
Club of Richmond. 

When the Richmond Club was 
searching for a suitable way to re- 
ward its retiring President, it asked 
Sam Robinson, who heads his own 
advertising art service, to do a por- 
trait for presentation at a meeting 
in the President's honor. 


The gift was so appreciated that a 
portrait is now presented to each re- 
tiring President of the Richmond 
Club. The four reproduced here in 
miniature are of Charles McKimmie, 
Clarence Manning, Pat Paterson, 


and Boyd Propert. 


ROCHESTER — The recently inaugu- 
rated series of “shirt-sleeve” sessions 
on current marketing problems has 
been enthusiastically received by 
the members of the Rochester Sales 
Executives Club. These clinics are 
conducted every other Monday 
afternoon, and deal with the basic 
problems of distribution. 

The current series of informal 
sessions is covering such subjects as: 
sales training programs; product de- 
velopment; advertising and _ sales 
promotion; budgetary controls; and 
direction of the sales organization. 
In each case the panel discussion is 


led by a club member who has suc- 
cessfully met the problem being con- 
sidered. 


SAN ANTONIO-A half case of 
Schlitz beer was won here recently 
by Mrs. Tom Gish. This extravagant 
prize was reward for being half a 
couple which came dressed in cos- 
tumes best representing their busi- 
ness. Mr. Gish was the other half 
of the couple, and as such won the 
other half of the beer case. The oc- 
casion was the Annual Fun Party 


of the San Antonio Sales Executives 
Club. 


WORCESTER—The Worcester Sales 
Executives Club added 72 new 
members in two weeks time under 
the chairmanship of William Moore, 
Vice President of the Norton Co. 


At the present time the club’s 
membership stands at 285, almost 
double what it was last year, and 
the membership committee has 
every expectation of hitting at least 
800 before the Convention. 

As a result of this successful 
drive for new members, the Wor- 
cester club now makes three claims 
to additional fame: 


1. It is first in ratio of members 
to population. (Worcester’s 
population—193,649 ). 

2.It is the third largest sales 
executives club in the United 
States. 

3. It is the leading executive or- 
ganization in Worcester. 

Although Worcester has done one 

of the outstanding jobs in the 
United States, many other sales ex- 
ecutives clubs are concentrating on 
building up their membership this 
year. As a result, more than 1200 
new members have joined NFSE in 
the nine months of this fiscal year 
—of these more than 600 have joined 
since January 1, 1949. The NFSE 
Membership Extension Committee, 
headed by Morris I. Pickus, hopes 
to add another 600 before the Con- 
vention in May. it 

The membership potential which 

exists thrcsiginont: the is 
shown by the fact that Headquar- 
ters is now handling an average of 
five inquiries a day from sales man- 
agers anxious to join a local sales 
executives club. 


DON mitcHeLL, President of Sylvania 
Electric, speaks for top management. 


JOHN witty will show how to inte- 
grate basic elements of sales plans. 


ECONOMIC ADvIsoR Leon Keyserling 
to discuss “The Economic Outlook.” 


red motiey, Parade President, will 
discuss “Guide Posts to the Future.” 


Th 
Saleti 


With the 14th Annual NFSE con- 
vention less than a month away, the 
finishing touches are being put ona 
program which gives every indica- 
tion of being the greatest in the 
Federation's history. 

The meeting, scheduled for May 
23, 24, 25 at Chicago's Stevens Hotel, 
will emphasize tested ways to in- 
crease sales and reduce selling costs. 
In many of these sessions special 
attention will be given to the prob- 
lems of small business. The program 
stresses case histories and visual re- 
ports which each executive will be 
able to translate into the require- 
ments of his own business. 

The Sales Equipment Fair, which 
will be open during the entire three 
days, will feature sales aids and 
tools for more effective selling. Most 
of the nation’s leading manufactur- 
ers of this equipment have booths 
at the fair. 

Advance registrations indicate that 
the Stevens’ grand ballroom will be 
filled to capacity. These registrations 
are more than double what they 
were last year, and will probably ex- 
ceed a thousand. 

Olsen and Johnson will spark the 
lighter side of the program. On Mon- 
day evening there will be a supper 
party, staged by the Milwaukee Club, 
and the Schenley Cocktail Party is 
scheduled for Tuesday. Following 
Wednesday night's banquet will be 
a dance given by the Chicago Sales 
Executives Club. 

The special program planned for 
the ladies will include a visit to Mar- 
shall Field’s, one of the nation’s great 
stores, and plane trips over the Chi- 
cago area. 
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na !| SOME PROGRAM HIGHLIGHTS 

the 

7 Proven ways a small business can increase 

tel, sales. 

a A demonstration of a sales training program 

re which has produced startling results. 

am The latest and best sales tools demonstrated 

he at the Sales Equipment Fair. 

re- Tested ways to increase your sales in Canada, oor 

ch the South, and on the West Coast. DR. DWAYNE ORTON is the director of 

0 ; s ; IBM’s famous educational programs. 

fe An analysis of the “Economic Outlook For 

ost Sales Management” by Leon Keyserling, Presi- 

hs dential economic adviser. 

- A case history report on how retail sales were 

- increased. 

ey A successful blueprint for integrating your ad- 

” vertising, sales promotion, and sales education. 

on A brilliant film on sales inspiration. 

ae Case history reports on stepping up distributor 

: sales. 

* A complete handbook on sales training. 

es A plan for improving your market research. 

or Suggestions for strengthening your sales force 

e from a purchasing agent. 

\i- WASHINGTON CORRESPONDENT Paul 
‘}- Wooton will head panel of editors. 
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Food Chains Gaining in Milwaukee; 
A. & P. Outsells Combined Independents 


With a wealth of data on a wide 
variety of subjects, the 26th compara- 
tive Consumer Analysis was released 
recently by The Milwaukee Journal. 
In addition to the usual brand prefer- 
ences on foods, soap, beverages, 
toiletries, gasoline, motor oil and to- 
bacco, the 1949 edition covers such 
items as installment buying, favorite 
recreation and a comprehensive pic- 
ture of housing needs and wants. 

Again, this year, the 40 A & P 
stores show a greater proportion of 
the total food business in Milwaukee 
than all 1,900 independents com- 
bined. In answer to the question 
“Where do you buy most of your 
groceries?” 38.1% replied A & P, 
compared with 33.5% for the inde- 
pendent grocery stores. 

Friday is the big day of the week 
for grocery shopping with more than 
half of the families buying most of 
their groceries on this day. One-third 
claimed Saturday as their principal 
shopping day. 


Go Far for Groceries 


Families, generally, are going 
farther to buy groceries. Four out of 
10 report going less than 3 blocks; 
3 out of 10 report 3 to 6 blocks; 1 
out of 10 are going 7 to 11 blocks, 
and 2 out of 10 go a mile or more. 

The relationship between news- 
paper advertising volume and brand 
preference gains is apparent through- 
out the book. A case in point is Chase 
& Sanborn Coffee, which dropped 
way down in preference in 1948 and 
then doubled its popularity with the 
use of small but consistent newspaper 
advertising (8,327 lines*). 

Star Kist tuna fish (3,878 lines) 
and Ken-L-Ration dog food (9,485 
lines) have quadrupled their prefer- 
ence standings. 

Although heavily taxed, oleomar- 
garine claims the purchasers of 2 
families out of every 5—double the 
number that were buying this product 
in 1944 when the survey last covered 
the subject. Each of the various types 
of fresh frosted foods show gains this 
year. The frozen vegetables are being 
bought by half the families; the 
frozen fruits by 2 families out of 5, 
and the frozen poultry by 1 family 


in 10. Birds Eye leads under each 
heading. 


——_ 


_ * Lineage figures quoted are for space 
in The Milwaukee Journal. 
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Being right in the heart of the 
dairy industry, Milwaukee comes 
through with 98.9% of all families 
buying cheese. The favorite brand is 
Kraft, with about the same propor- 
tion of the business as a year ago. 

The newly marketed canned wien- 
ers or frankfurters have gained some 
5,000 new users during the year, but 
are still purchased by less than 1 
family in 10, contrasted with 95 out 
of 100 buying the regular wieners 
or frankfurters. 


Synthetics Gain 


In the field of synthetic soap, Fab 
(41,207 lines), Tide (56,650 lines) 
and Surf (19,513 lines) show sub- 
stantial figures, although Dreft and 
Vel still lead all brands. About 1 
family in 2 is listed as a synthetic 
detergent buyer. Gold Seal Glass 
Wax (9,600 lines) covered for the 
first time through the question, 
“What product do you use for clean- 
ing windows?” showed a preference 
of 48.1%. 

Hilex strengthens its firm hold on 
No. 1 spot among the bleaches, with 
a gain from 46.4% to 50.3%, quite 
likely a direct result of a consistent 
advertising campaign (5,150 lines). 

Ivory leads all brands of toilet 
soap used for bath, while Lux (6,935 
lines) tops the list of those used for 
hands and face. Johnson’s is far and 
away the leader among waxes. 

Nothing less than phenomenal has 
been the acceptance of the permanent 
wave kits by the women of Milwau- 
kee County, according to the 1949 
Consumer Analysis. The women in 
half the families give themselves 
home permanents, four and _ three- 
quarter times as many as were trying 
out the idea only three years ago. As 
of the beginning of January, Toni 
was leading the field with a substan- 
tial 86.5%. 

The Analysis shows that a trifle 
more than two-fifths of the males 
now use deodorants compared with 
four-fifths of the ladies. Liquid sham- 
poos are dropping in _ popularity 
among Milwaukee families, while 
cream shampoos have gained. 

Application of tonic for dressing 
to the locks is declining slightly 
among the men. A year ago, 55.4% 
were using hair tonic or dressing, 
compared with 51.9% in 1949. 

Facial tissues are increasing in use 
steadily with nearly 9 out of 10 


women now buying them and 6 out 
of the 9 using Kleenex. 

Other products where the con- 
sumer analysis indicates probable sub- 
stantial sales gains over the previous 
year, and which were supported by 
large and/or consistent newspaper 
schedules were Waxtex wax paper, 
Climalene, Old Dutch cleanser, Col- 
gate dental cream, Lyons tooth pow- 
der, Standard gasoline, and Harvester 
cigars. 

Forty-two out of every 100 men cut 
their whiskers with the aid of regular 
shaving cream—up 89% over a year 
ago. Just about one-third of the men 
use brushless shaving cream. Eight 
out of 10 men report the purchase 
of safety razor blades, while just a 
little better than 2 out of 10 use an 
electric shaver. ‘There is obviously 
some duplication in use. 


Drugs Hold Lead 


The independent and chain drug 
stores continued to gain in popularity 
in Milwaukee as the place for buying 
cosmetics and toiletries while the de- 
partment stores continued to lose. 
Twenty-seven out of each 100 fam- 
ilies bought these items in the inde- 
pendents while 17 bought in the 
chains. The department stores drew 
22 families out of a hundred, still the 
dominating outlet although dropping 
from 46% a year ago and 53% in 
1947. 

Eight families out of every 10 buy 
some type of alcoholic beverages in 
Milwaukee, and 9 out of 10 men 
drink beer. Here, the reader will 
find an interesting story as long-time. 
favorite Schlitz—the beer that made 
the city famous—is now running neck 
and neck with Blatz. 

In answer to some entirely new 
questions this year, 3 out of 4 fam- 
ilies in Milwaukee now renting a 
home, replied that they would like 
to own one. Surprisingly enough, a 
third of these families say they could 
make a down-payment of from $2,000 
to $4,000, while another third said 
they could spend up to $2,000 for a 
down-payment. 

Automatic electric blankets are 
owned by 2.8% of the families and 8 
out of 10 say they have a water heater 
in their home. A third of the families 
did some installment plan buying 
during «iz year with not too great 
a variation between families of the 
lowest and highest income groups. 


On television! 
LIFE & TIME present to America 


GENERAL EISENHOWER’S 


“CRUSADE IN EUROPE” 


HURSDAY,* May 5th, marks the beginning of a 
y pow pioneering event in television. 
Beginning that day, millions of television viewers 
will be able to see the first of a history-making 
series of actual, on-the-spot films of the greatest 
war in the history of mankind. 

This series of 26 stirring episodes brings back 
with vivid clarity the suspense and heroism of the 
war years. Many of you helped make the history 


DWIGHT D. q 
EISENHOWER 


they record. But these particular films have never 
before been shown to the public. They were pre- 
pared especially for this television presentation. 


Together they constitute a rare document—in- 
cluding official film taken by our Allies, and by our 
own Army, Navy, and Air Forces, film from the 
captured archives of our enemies, and film from the 
secret files of hitherto inaccessible sources. 


Collected and edited by the March of Time, here 
is the authentic picture of World War II as told by 
the man who guided and led the Allies to victory in 
their “Crusade in Europe’”—General Dwight D. 
Eisenhower. A picture of vital interest to all of those 
who stayed home, as well as those who fought. 


Critics who have previewed these films have ac- 
claimed them as one of the greatest television events 
of our time. 


LIFE and Time are proud to present them—in 
the hope that they will add to America’s under- 
standing of history and of its own great future. 


*Scheduled on different evenings in some cities 
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SAY THE CRITICS: 


“TI wouldn’t dream of missing this one . . . Immense amount of intimate 
detail . . . that is more graphic than a thousand words.” 


John Crosby, N. Y. Herald-Tribune 
“Stamped with blazing authenticity and power.” 
Sam Lesner, Chicago News 


“If we didn’t already have a television set we would rush out and hock 
grandpa’s gold toothpick for the down payment on one. . . Like having 
a season pass to history as it happens.”’ 


Don Foster, Chicago Sun-Times 


‘“‘Thrill-packed .. . For adults and elementary school bookworms, it’s the 
most fascinating and timely exposure to knowledge yet presented.” 


Frank Farrell, N. Y. World-Telegram 
‘“‘By far the best documentaries ever created for video.” 
Ben Gross, N. Y. Daily News 
‘May be television’s biggest and proudest achievement.”’ 


Edward J. Noble, Chairman of the Board, 
American Broadcasting Company 


Showing in more cities than 
any other program in television history 


WSB-TV Atlanta WHIO-TV Dayton WTMJ-TV Milwaukee WTVR Richmond 
WAAM Baltimore WXYZ-TV Detroit KSTP-TV Minneapolis KSD-TV St. Louis 
WNAC-TV Boston WICU Erie WNHC-TV New Haven KDYL-TV Salt Lake City 
WBEN-TV Buffalo WBAP-TV Fort Worth WDSU-TV New Orleans KGO-TV San Francisco 
WENR-TV Chicago KLEE-TV Houston WJZ-TV New York WRGB Schenectady 
WLWT Cincinnati KTTV Los Angeles WFIL-TV Philadelphia KRSC-TV Seattle 
WEWS Cleveland WAVE-TV Louisville WDTV Pittsburgh WHEN Syracuse 

WLWC Columbus, Ohio WMCT Memphis WJAR-TV Providence WSPD-TV Toledo 


WMAL-TV Washington 
STARTS THURSDAY, MAY 5, 9 P. M. New York Daylight Time 


LIFER SR EWM 


Y NEWSMAGATZINE 


TELEVISION PRESENTATION 
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“Buy U.S. Savings Bonds 
during the Opportunity Drive,” 


SAY THESE 


LEADING AMERICANS 


WILLIAM GREEN, President, 


American Federation of Labor 


“For the working man, an increased in- 
vestment in U. S. Savings Bonds can mean 
not only increased security but increased 
ability to take advantage of the opportunities 
that are part of the American way of life.” 


CHARLES F. BRANNAN 


Secretary of Agriculture 


“I am heartily in favor of the Opportunity 
Drive to buy more U. S. Savings Bonds. 
Everyone engaged in farming should recog- 
nize the importance of a backlog of invested 
savings as a means of realizing the agricul- 
tural opportunities of the future.” 
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WINTHROP W. ALDRICH, Chairman, 


PHILIP MURRAY, President, 
Chase National Bank 


Congress of Industrial Organizations 


“I believe that every individual who can 
possibly do so should buy more U.S. Savings 
Bonds. These bonds represent one of the 
best investments of our time.” 


“The C.1.0. has endorsed every effort to 
encourage the worker to put more of his 
earnings into U. S. Savings Bonds. They rep- 
resent both security and independence.” 


| pone May AND JuNE, the U. S. Savings Bond Oppor- 


tunity Drive is on! 


It is called the Opportunity Drive—because it is truly an 
opportunity for you to get ahead by increasing your own per- 
sonal measure of financial security and independence. 


If you haven’t been buying Savings Bonds regularly, start 
now. 


If you have been buying them, add an extra Bond or two to 
your purchases this month and next. Remember— you'll get 
back $4 for every $3 in a short ten years’ time! 


Put More Opportunity 


in Your Future... 


INVEST IN U.S. SAVINGS BONDS 


Contributed by this magazine in cooperation with the 
Magazine Publishers of America as a public service. 
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Unveil New Ideas at 
Point-of-Purchase Clinic 


Moving displays that do everything but ring up the sale, 
splashy signs, including lithograph on cloth and plastics, 
drew 5,000 visitors to the symposium on display adver- 
tising of the Point-of-Purchase Advertising Institute. 


Approximately 5,000 persons vis- 
ited exhibits at the two-day sym- 
posium on display advertising, spon- 
sored by the Point-of-Purchase Ad- 
vertising Institute, at Hotel Biltmore, 
New York City, on April 12-13. 

Manufacturers of point-of-sale ma- 
terial put on some spectacular dis- 
plays, adding up to something in the 
nature of Alice’s wonderland. For 
example, there was the display by 
Betts & Betts Corp., New York City, 
a company which makes electric 
motors for animating displays. Betts 
& Betts massed together a variety of 
waggling heads, waving arms, flash- 
ing eyes, most of them in three di- 
mensions. Specifically, there were 
three kids in a Rub-a-dub tub tossing 
about; a falling snow diorama; a 
“storm” as seen from a city window; 
a cowboy lassoing; a tooth brush in 
action; a bell ringing; and “Popai,” 
a character created to dramatize the 
Institute sponsoring the meeting, a 
clownlike creature with an eye that 
flashed on and off, and a protruding, 
waggling tongue. One exhibit, a 
rocking cradle, demonstrated how 
motion could be achieved with little 
power, in this case one dry cell 
battery. 


A Ventriloquist! 


In the exhibit of Gardner Displays 
was a lifesize, realistic-looking old 
gentleman, seated with a dummy on 
his lap, who appeared to talk to 
passers-by, and who extended his hand 
tor a rubbery handshake. The crea- 
‘ures appearance and the synchron- 
ization of the facial muscles with the 
recorded voice made this an effective 
demonstration of mechanical-vocal 
selling. An attendant explained that 
the device could be used with a re- 
cording as well as with a hidden 
speaker. 

Many 


exhibits featured various 
forms of 


motion, lighting effects, 
Messages-on-tape, and sound effects. 
Several exhibitors showed applica- 
tions of color transparencies for dis- 


y 
, 


Play purposes. Visitors clustered about 


MAY 1, 1949 


the Conjurcase, a Trans-Tec. Corp. 
unit permitting the alternate showing 
of two objects (or two views of the 
same object) with the melt-in-and- 
fade-out technique. Sweeney Litho- 
graph Co. showed applications of 
lithography on cloth. The exhibit of 
Stanley Wessel & Co., devoted en- 
tirely to a new development, lithogra- 
phy on plastics, attracted a great deal 
of attention. Wessel’s process not only 
gives excellent color rendition par- 
ticularly effective with skin tones, but 
permits molding into three dimen- 
sions. (One of the company’s exhibits 
was a doll face, which may be the 
forerunner of a revolution in the 
manufacture of dolls.) 


Case-History Talks 


Most of the talks delivered during 
the symposium were of the case-his- 
tory variety. W. P. Lillard, Sales 
Promotion Manager of General 
Foods Corp., advocated going to con- 
siderable pains to discover what 
grocers want in the way of display 
material. 

“Nore and more advertisers are 
realizing that advertising, to be effec- 
tive, must fit into people’s lives and 
conform to their interests,” said Mr. 
Lillard. “There are signs that people 
are building an immunity to adver- 
tising in both the printed and spoken 
form. Surveys have shown that the 
ad which readers remember is the 
one that offers them something in re- 
turn for the time they spend reading 
it. If you want a potential customer 
to read your sales message, you've got 
to make it worth while.” He pointed 
out that starry-eyed generalities, far- 
fetched comparisons, incredible 
claims, and _ unrealistic situations 
“have as much effect on customers as 
sounds in a vacuum. 

“Nuch display material sent to 
grocery stores is never used,” he de- 
clared. “This situation, which has 
wasted many advertising dollars, can 
be remedied by periodically checking 
with the field to pre-determine ac- 
ceptance of the material by the trade. 
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. - « Guesswork has no place in this 
highly competitive business. National 
advertising starts food dollars down 


the street, point-of-purchase adver- 
tising coaxes these dollars into the 
cash register in the grocery store. 
Both phases must pay more attention 
to what the people want.” 

William N. Farlie, head of Sales 
Promotion Section, Esso-Standard 
Oil Co., spoke on “Selling Display 
Material to Our Dealers on a Yearly 
Campaign Basis.” With the aid of a 
projector, he showed the problems 
surrounding the use of point-of-sale 


material in filling stations. For one 
thing, as he demonstrated, the mod- 
ern trend in store fronts is toward a 
wide expanse of glass, rather than 
individual windows; and. moreover, 
dealers like an unobstructed view, so 
they may see at a glance when cars 
drive in for service. It is generally 
understood that 85% of those who 
patronize filling stations do not nor- 
mally go beyond the pump; which 
means that, if they are to buy any- 
thing more than the bare essentials, 
oil and gasoline, they must be influ- 
enced by displays. Surveys have 
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shown that highlights and reflections 
prevent those outside from seeing 
much beyond the area immediately 
inside the window of a glass-frontage 
store. Another disadvantage is the 
low base of most such stores. 

A committee, made up of members 
of Esso’s sales, construction and ad- 
vertising departments, worked out a 
program which has largely solved the 
dealer display problem. Its recom. 
mendations included construction of 
windows of new stores with raised 
bases about 18 inches high, and 
slightly greater depth and elevation 
at the rear; and that already existing 
stores be furnished with bases in 
their windows, high enough to serve 
as a platform for displays, but not 
high enough to hinder the dealer's 
view of the outside pump area; and 
a narrow step-up at the rear. Finally, 
it was decided to furnish to dealers, 
on a cooperative basis, sets of spe- 
cially designed three-piece displays, 
one for each month. 


Advance Displays 


These colorful display pieces are 
planned a year in advance, with each 
series running from May through 
the following April. Salesmen show 
them to dealers in December, when 
orders are taken for the following 
year’s supply. A number of factors 
influence the design of the units. 
Though three-dimensional in effect, 
they are mailed flat for reasons of 
economy, by parcel post so that their 
over-all measurements must not ex- 
ceed 84 inches. They are flexible, in 
that the two end pieces may be placed 
at varying angles to the center piece; 
and the distances may vary, to fit the 
size and shape of the window area. 
Another thing to be taken into con- 
sideration is that some dealers have 
facilities for animating their displays, 
so all are designed with this feature 
optional. 

The purpose of this dealer program 
is the same as Esso’s over-all dealer 
merchandising program. This is to 
upgrade the company’s dealers, from 
Maine to Louisiana, “to make fair 
dealers good, and good dealers bet- 
ter.” The value of the program, ac- 
cording to Mr. Farlie, is indicated in 
the fact that, despite the lack of win- 
dows in the usual sense of the word 
in many filling stations, the majority 
of Esso dealers do buy the display 
material, and on a yearly basis. 

“Using Displays to Sell Related 
Merchandise” was the subject of an 
address by E. L. Reibold, Sales Pro- 
motion Manager of Cluett, Peabody 
& Co., Inc. Declaring that point-of- 
sale advertising is the most important 
part of the firm’s promotional pro- 
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gram, Mr. Reibold described how it 
has helped dealers increase the sale 
of all men’s wear items under a re- 
lated-selling plan. Cluett, Peabody 
retains the Russell W. Allen Co., to 
make available to Arrow dealers a 
store planning service based on in- 
dividual needs, so that each item 
carried has the proper amount of 
space, proper location, proper fix- 
tures; and so that related items are 
properly stocked together. Since fix- 
tures play such an important part in 
increasing sales of related items, the 
company has developed special units. 
which it has manufactured and sells 
to dealers at cost. For dealers who 
wish to make their own fixtures, 
Cluett furnishes blueprints, photo- 
graphs and other information. 


Work from Plan Sheet 


For the coming fall, Cluett, Pea- 
body will present its merchandise so 
that it will be simpler for the dealer 
to plan his merchandising program 
to tie in with the company’s national 
advertising program. Months in ad- 
vance of the advertising campaign, 
dealers are being shown the promo- 
tional material available for point-of- 
sale use. Each featured promotion 
has its own window cards, counter 
cards, dealer tie-in ads, direct mail, 
radio commercials, and suggestions 
for window displays. The salesman 
works from a plan sheet divided by 
months, on which are listed the pro- 
motions and lot numbers, together 
with advertising and point-of-sale ma- 
terial to be used in each. 

“In order to accomplish this co- 
ordination,” explains Mr. Reibold, 
“our merchandise plans had to be 
changed from what they had been in 
the past, and a complete, new adver- 
tising program had to be set up. This 
took thought and planning and a 
great deal of hard work, but this fall, 
for the first time, we will have the 
most completely coordinated plan of 
merchandise presentation that we 
have ever offered to our dealers.” 


“A Bigger Eyeful .. .” 


Frederick L. Wertz, President of 
Window Advertising, Inc., gave an 
analysis of window circulation, and 
termed a window display a “bigger 
eyeful than any other medium.” Re- 
ferring to the 1936 research evalu- 
ating “Window Display Circulation 
and Market Coverage,” by the Ad- 
vertising Research Foundation, the 
ANA and the AAAA, Mr. Wertz 
said the findings are as good today 
as they were then. He cited circula- 
tion figures for displays, as deter- 
mined during the survey. 

As an illustration of one way to 
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determine window display circulation, 
Mr. Wertz suggested consideration 
of a hypothetical block in a small 
town, with only six pedestrians on 
the block. ‘If it takes a person one 
minute to walk the length of a block, 
six people will pass that window 
every minute; that is 360 an hour; 
it is 3,600 even in only a 10-hour 
day ; 25,200 people a week. Now, you 
try to find a town where even on a 
rainy day there are not more than 
six people in a business block, and 
you can figure it out for yourself.” 

Lee H. Bristol, president, Bristol- 


Myers Co., gave the top management 
viewpoint on the importance of dealer 
display. His impressions, he said, 
were based on his own 37,000 miles 
of travel through all 48 states. He 
predicts that window display is about 
to receive still greater recognition as 
an important advertising medium. In 
answer to the claim that waste of 
display material runs high, he said 
that his firm has not found this to be 
so, and that many dealers retain 
Bristol-Myers displays in their win- 
dows for more than a week and even 
as long as a month or more. 


Geer Parkinson, WBNS pro- 
gram director, and Bill 
Copland of Byer & Bowman 
Advertising Agency teamed 
their talents in producing 
the popular song, “If Sum- 
mer is Good To Me”. Geer 
is an accomplished musi- 
cian and it is his ability 
which has helped make 
WBNS so outstanding in 
Central Ohio entertainment. 
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YES, BUSINESS IS GOOD IN COLUMBUS 


460,200 folks who live in Columbus and Franklin County 
spend $486,171,000.00. The assessed valuation of their real 
estate, public utilities and personal property is $524,029,390.00. 
52% of them own their own homes. 
the pocketbooks of this prosperous area is WBNS with its 163.- 
550 loyal Central Ohio families. 


WE HAVE TALENT 


STATE SAVINGS & LOAN INCREASES 
BUSINESS WITH WBNS SPOTS 


—Another enthusiastic booster for WBNS is John G. Lambert, 
secretary and treasurer of the State Savings & Loan Co. Spot 
announcemenis on WBNS have resulted in the opening of 
many new savings accounts and increasing the amounts on 
deposit. 90% of his budget is invested in WBNS time. Yes, 
when you want sales dividends in Central Ohio put your 


IN COLUMBUS IT'S 


POWER 5000 D-1000+-N CBS 


The “Open Sesame” to 


IN OUR MIDST 


ASK JOHN BLAIR 


87 


Readers’ Service Can 
Furnish These Reprints 


Send order with remittance to Readers’ 
Service SALES MANAGEMENT 
386 Fourth Ave., New York 16, N. Y. These 


reprints may be ordered by number. 


Bureau, 


NEW REPRINTS 


195—How to Keep a Sales Meeting 
from Falling Into a Coma. (Price 10c) 


PEORIArea 


194—Direct vs. Jobber Distribution: 
An Appraisal of the Pros and Cons, by 
W. C. Dorr. (Price 35c) 


193—Can We Save the Salesman Who 
Thinks He’s Down and Out? by Harry 
G. Swift. (Price 10c) 


192—ABC’s of Market Indexes and 
How to Apply Them to Sales Problems, 
by Richard D. Crisp. (Price 25c) 


191—Why Nine Out of Ten New Prod- 
ucts Fail, by Peter Hilton. (Price 10c) 


190—Your Biggest Sale: Management’s 
“O. K.” on the Sales Budget, by L. T. 
White. (Price 10c) 
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COMMERCIAL 
SOLVENTS HUGE 
PEORIA PLANT. 

96 (50,000 GAL.) 
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EXPANDING 
FARM INCOME 
AND INDUSTRIAL 
PAYROLLS CONTRIBUTE 
TO PEORIA’S 
$200 MILLION 
RETAIL SALES! 


TEST CITY USA. 


JOURNAL: STAR 


PEORIA NEWSPAPERS. INC.. Agent. 


National Representatives - WARO-GRIFFITH CO 


187—Shall We Display and Advertiy 
Price? Public Says Emphatic “Yes!” 
(Price 10c) 


185—How To Improve Your Ability in 
Public Speaking. (Price 10c) 


183—A Primer for Selecting Colors 
with Sales Appeal. (Price 10c) 


182—Eight Vital Factors in Point-of- 
Sale Promotion. (Price 25c) 


181—Leadership: What Makes It? by 
Dr. James F. Bender. (Price 20c) 


179—The Sales Budget: Blueprint for 
More Efficient Marketing. (Price 25c) 


MANPOWER PROBLEMS 


189—Hunch & Prejudice in Hiring; 
The Crux of Manpower Failures, by Rob- 
ert N. McMurry. (Price 10c) 


188—Ten Essentials for Sound Sales 
Training, by Sidney Carter. (Price 20c) 


186—Twenty Traits That Make Star 
Salesmen, by Jack Lacy. (Price 5c) 


184—How To Compute Salesmen’s Auto 
Allowances, by R. E. Runzheimer. (Price 
25c) 


154—Ideas for Solving Your Biggest 
Post-War Problem: The Training of a 
Hard-Hitting Sales Force. (A_ portfolio 
of 12 articles.) (Price 50c) 


153—A _ Heart-to-Heart Talk with 
Salesmen About the Company’s Advertis- 
ing, by E. A. Gebhart. (Price 5c) 


145—Five Yardsticks for Measuring a 
Salesman’s Efficiency, by Richard S. Crisp. 
(Price 10c) 


142—Paying for Sales: Some Compen- 
sation Principles and Practices. (A port- 
folio of 13 articles.) (Price 50c) 


131—Hiring Will Be Easier—If You 
Blueprint Your Salesmen’s Jobs, by Ed- 
win G. Flemming. (Price 5c) 


130—How to Spot, Appraise and Spike 
Grievances Among Salesmen, by Robert 
N. McMurry. (Price 5c) 


129—How to Solve Salesmen’s Auto 
Cost Problems, by R. E. Runzheimer. 
(Price 10c) 


SALESMANSHIP 

172—Are Your Salesmen Equipped To 
Prove Quality? by Burton Bigelow. 
(Price 5c) 


170—How To Train Salesmen For a 
Buyers’ Market. (A selected group of 
articles on the theory and practice of 
sales training.) (Price $1.00) 
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SIGNED: 44-consecutive-week contract for Trans World Airline, Inc., to advertise 
nationally via American Newspaper Advertising Network, Inc. Standing (left to 
right) are Larry Hanson, Eastern representative, A. N. A. N.; Lewis Happ and 
Paul Markman, B. 8B. D. & O., Inc., agency for TWA; John C. Doorty, A. N. A. N. 
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NEWSPAPERS 


Women’s reading of national ad- 
vertising in the February 16, 1949, 
issue of The Houston Post, Tex., 
was the highest recorded to date in 
the Continuing Study of Newspaper 
Reading, according to the Advertis- 
ing Research Foundation, Study 127. 

In addition, the men’s score for 
reading any national advertising was 
the third highest ever tallied for male 
readers in this department. 

Men’s and women’s scores for 
readership of any display advertising 
in the surveyed issue also were high 
enough to rank among the top 10 
tor all studies thus far. With only 
one exception, readership scores for 
the various advertising departments 
were above average. 

lhree national and four local ad- 
vertisements had sufficiently high per- 
centage scores to rank among the all- 
study leaders in their respective cate- 
gories. One of the national adver- 
tisements not only set a new record 
in the Groceries-Beverage classifica- 
tion, but also tied for top readership 
honors among all national advertise- 
ments ever measured, regardless of 
category. It was one of the two color 
displays in the issue. 

Ninety per cent of the women and 
81% of the men read one or more of 
the national advertisements. The 
women’s figure was the highest ever 
recorded for their readership of na- 
tional advertising in the Continuing 
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Study. Their previous high of 89% 
was recorded in Study 67, Cincin- 
nati Times-Star. 

The men’s score of 81% was the 
third highest ever recorded for their 
readership of national advertising. 

Both the men’s and women’s read- 
ership of any display advertising was 
high enough to place them on lists of 
top 10 scores compiled to date for 
this department. ‘The men’s score 
of 91% took seventh place on the 
male list, while the women’s score of 
99% gave them a six-way tie for sec- 
ond place on their all-study list. 

A full-page display for Folger’s 
coffee won three-way honors with its 
readership score of Men-46% 
and Women-73%. It took the top 
spot on the all-study list of highest 
scoring Groceries-Beverages advertise- 


EDWARD F. DIERKER is named 
advertising mgr. of The Dayton (O.) 


Daily News and Journal-Herald. 


ments, and also topped both men’s 
and women’s lists of highest scoring 
national advertisements in the sur- 
veyed issue. 

In addition, the women’s score of 
73% gave the advertisement a tie 
for first place among all national ad- 
vertisements—regardless of classifica- 
tion—ever measured in the Continu- 
ing Study. It now shares highest 
honors with an advertisement placed 
by the Milwaukee Journal, in the 
Cincinnati Times-Star. ‘This earlier 
advertisement scored Men-73% when 
it appeared in Study 67. 

The other high scoring national 
displays were advertising Sinclair 
H-C Gasoline, the Institute of Life 
Insurance, Ford automobiles, and 
Chevrolet automobiles. 


How much time do people devote 
to reading a newspaper? Do women 
devote more time to reading news- 
papers than men? Do people spend 
more time reading Sunday papers 
then daily papers? 

Information regarding reading 
habits has been secured by The South 
Bend (Ind.) Tribune, through a re- 
cent readership survey of its issue of 
Sunday, February 20, 1949. This is 
the fifth survey of this type conducted 
by The Tribune in the past two 
years, and the first one made of a 
Sunday edition. The method is sim- 
ilar to that used in the Continuing 
Study of Newspaper Reading. 

The results indicate that women 
closely parallel men in time spent on 
both Sunday and daily editions, and 
that both take much more time with 
the Sunday edition, with nearly one- 
fourth of both men and women de- 
voting over one and one-half hours to 
it. The daily edition is read for 30 
minutes to one hour by 48% of the 
men and 49% of the women. 


MAGAZINES 
Effective with the October 1949 


issue, Macfadden’s six women’s maga- 
zines will be merged into one unit to 
be entitled the True Story Women’s 
Group. This newly formed group 
will have a guarantee to advertisers 
of 5,250,000. 

In recent years, the Macfadden 
women’s circulation has been divided 
between Macfadden’s Women’s 
Group and True Story. Separate 
sales organizations, research facilities, 
promotion departments, etc., were 
maintained. Under the new plan all 
sales, research, promotion and adver- 
tiser services will be merged. 

While the guaranteed page rate 
per thousand for True Story has 
been $2.40, and that for Macfadden’s 
Women’s Group $2.00, the base rate 
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“Direction, editing and colorprinting of 
Arizona earn this producer well-merited 
praise for technical perfection.”* 


ATLAS FILM CORPORATION 


*From a recent Editor's Review in Business Screen on the Phelps Dodge 


Corporation public relations film, “Arizona and Its Natural Resources.” 


for 


YOUR FILM NEEDS 


1111 South Boulevard 
Oak Park, Illinois 


EST. 1913 


DAVIS 
SALES 
CONSULTANTS 


Portiand, Ore. 


90 


732 Mead Bidg. 


DAVIS SALES CONSULTANTS 


Announce their July, 1949 


EXCLUSIVE INSTITUTE 
SALES MANAGERS 


. . &@ special 5-day work conference specifically and prac- 
tically designed to INCREASE SALES MANAGEMENT ABILITY, 
for long-term GREATER SALES VOLUME. 

Featuring a Definite, Proved In-Plant Program For: 

1. Handling everyday personnel relations . . 
securing better cooperation and less turnover. 
Training personnel on a continuous in-plant basis. 
pa effective, volume-producing sales meet- 
ngs 
Testing and screening of sales personnel. 

Increased efficiency in over-all routing and terri- 
tory control. 

Increased ability in general sales management 
counsel. 


o 9h wN 


Personally Conducted by 


NORMAN A. DAVIS 


° . Veteran salesman and sales manager. Mr. Davis acts as 
sales management consultant to many western business firms. His 
exclusive Institute for Sales Managers meets the 3rd week of July, 
1949, in Portland, Oregon. Membership limited to ten present or 
potential sales executives. Time: 40 hours—five 8-hour work sessions, 
ee $250. 
WRITE NOW FOR FULL INFORMATION 
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TRAINING & MANAGEMENT COUNSEL . . . SALES MEETINGS, SCREENING, RESEARCH 


MACFADDEN PUBLICATIONS, INC.: Ed. 
ward F. Lethen (left) and J. L. Mitchell 
(right) are named advertising manager and 
director, respectively, of the publications’ 
newly formed True Story Women's Group. 


for the new unit will be as low as 
$2.00 when maximum discounts are 
earned. 

Wes Jones, who has been promo- 
tion manager of True Story, becomes 
promotion director of the True Story 
Women’s Group. Everett R. Smith, 
research director of Macfadden Pub- 
lications, Inc., will move his market- 
ing research department into the new 
unit. 

Advertisers in 1948 spent $7,000,- 
000 advertising in the magazines now 
grouped together. 

A schedule of full-page newspaper 
advertisements in principal cities is 
already under way. A special cam- 
paign has been prepared for business 
papers dealing with the mechanics, 
costs, and other data of the merger. 
Both campaigns are being placed 
through St. George & Keyes, Inc. 

Audience measurement of the 
magazines involved is being conducted 
by the Magazine Audience Group, 
and Stewart Dougall and Associates, 
under the direction of Macfadden’s 
Everett R. Smith. The first in a 
series of audience measurements by 
these groups has been completed and 
is being shown to advertisers in prin- 
cipal cities. 

Advertisers will be encouraged by 
a sliding scale discount to use all six 
magazines. It will be possible to pur- 
chase in True Story individually, or 
in any combination of the six maga- 
zines may be employed with one order 
to match given sales problems. 

Macfadden’s women’s magazines 
circulations are currently running in 
excess of 5,500,000 monthly—about 
6%2% above last year. 


A calendar designed to help adver- 
tisers profitably develop the year- 
round gift market has been published 
by Esquire. The calendar lists impor- 
tant gift-giving occasions and their 
potential markets throughout the 
year, and reveals that there are 2,- 
800,000 birthdays each week, 1,800,- 
000 marriages each year and over 30,- 
000,000 anniversaries annually. 
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The calendar points out that 70% 
of all watches are sold as gifts. Fifty 
percent of all fountain pens, 75% of 
all billfolds, 65% of all perfumes are 
given as gifts. The Esquire primary 
market alone annually spends an ex- 
cess of $135,000,000 for gifts above 
its heavy Christmas gift purchases. In 
addition, the calendar lists 11 out- 
standing gift-giving occasions for as 
many months. 

e 

Travel Magazine, published 
monthly since 1911, has been acquired 
by a new corporation, Travel Maga- 
zine, Inc. Offices of the new publish- 
ing company are at Rockefeller Cen- 
ter, New York City. Herman W. 
Shane is president, John F. Sullivan, 
vice-president, and R. M. McBride, 
secretary. Mr. Shane and Mr. Sulli- 
van control and operate the National 
Circulating Co., New York City, 
and the Periodical Sales Co., Chicago. 
A national campaign is being launched 
to place Travel Magazine in the top 
circulation brackets. 


C. W. FULLER, former advertising 
director, Street & Smith Publica- 
tions, in same post, Sports Afield. 


Esquire magazine’s estimated aver- 
age circulation for the first quarter 
of 1949 has hit the all-time high of 
782,000, greatest total for any quar- 
ter in the magazine’s 16-year history. 
This total represents an increase of 
over 100,000 as compared to the 
ABC average—681,368—for the first 
three months of 1948. 

a 

Charles O. Terwilliger, Jr., 
formerly eastern advertising manager 
of Macfadden Women’s Group, has 
been appointed advertising manager 


of Photoplay and Radio Mirror. 
BUSINESS MAGAZINES 


_ For what is believed to be the first 
time in industrial advertising, the 
April 18 issue of Chemical & Engi- 
neering News, Reinhold Publishing 
Lorp., is carrying split-run advertis- 
ing tor copy testing. 


The split runs will deliver the 
magazine to the 65,000 subscribers in 
perfect sequence for valid interpreta- 
tion of response. ‘The advertisers can 
run two advertisements, having one 
variable to be tested, one each in one- 
half of one issue. ‘These two adver- 
tisements will appear in identical lo- 
cations and will be mailed alternately 
in A-B sequence through the entire 
circulation. 

This split-run service enables the 
magazine’s advertisers to test head- 
lines, layout, illustrations, copy and 
other similar factors of appeal. 

Four companies are carrying tests 
in the first split run: American Cy- 
anamid, New Products Development 
Department ; American Mineral Spir- 
its; Armour & Co., Inc.; Fred 
Carver, Inc. 

All results of the split-run tests are 
being shared among the participating 
advertisers and the publication, and 
the cooperative efforts of the adver- 
tisers and magazine are expected to 
produce useful knowledge for later 
use in the field of industrial adver- 
tising. 


e 
John H. Phillips and John S. 
Goebel have been appointed vice- 
presidents in charge of, respectively, 
the Eastern and Western advertising 
sales for Modern Industry. 


With its May issue, Advertising & 
Selling changes its name to A dvertis- 
ing Agency. . . . Airports and Air 
Carriers has been sold by the Haire 
Publishing Co. to American Aviation 
Publications. It will be combined 
with American Aviation under that 
name. 


TELEVISION 


Nearly one-half of all new tele- 
vision set-models produced by the 
Nation’s leading manufacturers are 
equipped for FM reception. William 
E. Ware, president of the Frequency 
Modulation Association reveals that 
these statistics are the results of a 
survey just completed by the asso- 
ciation. 

Thirty-seven set makers contrib- 
uted information to the findings and 
the survey represents a check of facili- 
ties available on 246 models turned 
out by the manufacturers. 

Forty-three percent of all the 
different models produced by the 
manufacturers included in the survey 
now have FM reception facilities. 
This means that 112 of the 246 vari- 
ous TV models now coming off the 
production lines are equipped with 
FM. 

Mr. Ware points out that only 
two, or less than one percent of the 


SUPER CIRCUS, televised for Canada Dry 
products via ABC, opens in 8 TV cities. 
Network and sponsor officials here meet 
Clown Cliffie, bandleader Mary Hartline. 


total output of the new TV sets in- 
corporate AM-only reception facili- 
ties, whereas 19 feature FM without 


AM. 


The ‘box-score,’ as reported by 
the Weekly News Letter of the Tele- 
vision Broadcasters Association, 
reads: Stations operating, 61; con- 
struction permits granted, 59; appli- 
cations pending, 320... . As of April 
1, the sets installed and operating in 
the District of Columbia area were 
40,750, an increase of 3,350 sets over 
the March | figures. . . . Sets in the 
Baltimore area had reached 51,476 
by the end of March, 6,117 having 
been sold during that month. .. . 
Television set ownership totaled 68,- 
373, according to a survey completed 
April 1 by 36 leading distributors in 
the Boston coverage area. This esti- 
mate is exclusive of the Providence, 
R. I., area which now contains about 
7,830 video sets. . . . As of March 
31, 38,675 television sets were in 
operation in the Cleveland area. In- 
stallation of 8,273 receivers is 40% 
over February figures for the area. 


RADIO 


Fortune Pope, executive vice-presi- 
dent and general manager of 
WHOM, independent foreign lan- 
guage station, New York City, has 
been awarded a special plaque by the 
Executive Records Co. for his efforts 
to promote democratic principles in 
employe-management relationship. 

Mr. Pope has recently gone into 
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NEW JERSEY'S FOURTH LARGEST MARKET the recording and transcription busi- Charles H. Cowling, formerly sale 
| mess via a newly formed subsidiary, manager of KOWL, Santa Monica 

| Coastal Recording Co., Inc. The new —_Callif., joins KMPC, Los Angeles, a wail 
operation is not confined to the for- director of National Spot Sales. . , 
eign language field. It is currently Robert Patt, for the past 10 years 
working on orders for all types of director of advertising and sales pro- 
transcriptions and records. motion for WMGM, is appointed to 

e that position for WCBS. 


Frank K. White has succeeded 
Edgar Kobak as president of Mutual 
Broadcasting System, and has also 
been named a director of the net- 
work. Theodore C. Streibert, presi- 
BAYONNE CANNOT BE | dent of WOR, has been elected chair- 
SOLD FROM THE OUTSIDE eg the ae — —, 
seanoiene , ing Lewis Allen Weiss, president o 
Circulation Pet wn yay By fy the Don Lee Network, Hollywood, 


sib 
y is N “3: 7 ae ) - ; 4 
in BAYONNE reads THE BAYONNE ries. 935, | Calif. Mr. Weiss remains as a direc- sal 
ome Delivery. 19. p x ‘i y 
BAYONNE TIMES Market Data Bock! °F TNE tor. Thomas O'Neil, Yankee Net- ne 
work, Boston, has been named vice- the 
THE BAYONNE TIMES | chairman of the board. Mr. Kobak fo 
NATIONALLY REPRESENTED BY has been elected a director-at-large of sal 
BOGNER & MARTIN The Advertising Council. Shortly GEORGE C. STETTER elected presi- to 
fter Mav 1 he will hi . dent, Gardner Displays Co., succeeds th 
ae after May e will open his own 
adison Ave., N.Y. © 228 N. La Salle St.,Chicago the R M Stett b d chai 
ofhce as consultant to management. S. Sverer, Rew Beare chewmen. st 
—— a eine = cI 
AGENCIES fi 
si 
The executives and staff of Henry le 
5 J. Kaufman & Associates, pioneer 
nockenicce a Washington, D. C., advertising agen- c 
oh cy, were hosts to members of the rn 
; MY iS | press, radio and television and leaders ‘ 
4 te Yu. | of business, industry and Govern- f 
IN THESE mate Oulemhenn 4 < | ment at an informal reception held ' 
CRAIG storono | April 20 in their new offices at 1419 ; 
V | R G | N | A @ceorornn © H Street, N. W. The event was in 


RG / ) 
WDBJSROANOKE | observance of the 20th anniversary 

C 0 U N Tl ES _e ie conven of the firm which was founded in 
1929 by Henry J. Kaufman as a 


THERE ARE | one-man enterprise. Today seven de- 
‘ | partment heads now supervise the 
] 0 8, 0 6 0 ; firm’s operation. 


RADIO HOMES ant | = . 


Robert Otto & Co., Inc., interna- 
| tional advertising agency, New York 
| City, has appointed the recently 
| opened offices of the Philippines Ad- 
vertising Associates, Inc., in Tokyo, 
as associate agency in Japan. 
. — Stations Morning Afternoon Night Holder Morrow Collier, for the 
Here is the Distribution WDB] 37% 34% 24% past five years president of Holder 
of audience in this Morrow Collier, Inc., Chicago, has 


. : Station “A’’ G 10 8 been appointed a vice-president of 
nine-station area Station "B" | 9 9 9 Roche, Williams & Cleary, Inc. 
’ Station "C" 7 7 4 ‘ 
nin ed ; : Accounts: O’Brien Machinery 
Station “F”’ 4 5 2 Co., Philadelphia, to Gray & Rogers. 
* Hooper Listening Area Station ‘"G” “t 3 2 A year-long newspaper campaign is 
Coverage Index Fall 1948 Station “H”’ l 2 LT 


planned; national magazines and 

business papers will be used later in 
~* , . ™ 

the year. . . Campafiia Quimica Com- 


ercial e Industrial, S$. A., Lima, Peru, 

CBS - 5000 WATTS + 960 KC appoints McCann-Erickson, Inc., for 
Owned and Operated by the 5 advertising Maravilla, a detergent. . . 
TIMES-WORLD CORPORATION j | Luxene, Inc., New York City, manu- 
ROANOBRE. VA. ; facturer of dental materials and 


equipment, to The Schuyler Hopper 
FREE & PETERS, INC., National Representatives . Co. for advertising and sales promo- ) 
4 tion. 
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Retail Sales Forecast for May 1949 


The month of May 1949 may pos- 
sibly mark a turning point in retail 
sales activity. With no increase in 
total retail dollar sales registered over 
the same month of the preceding year 
for the Nation as a whole, retail 
sales volume in May 1949 is expected 
to total $10.8 billion. ‘The fact that 
the official consumers’ price index is 
still registering slight percentage in- 
creases over last year suggests we are 
finally experiencing declines in unit 
sales volume over last year’s peak 
levels. 

The Department of Commerce re- 
cent release of its official estimates of 
monthly retail sales in 1948 gives us 
a chance to compare them with the 
forecasts published here. We start 
with June 1948, the first month for 


which we began forecasting the 
volume of retail sales, excluding 
services : 

1948 Forecast Actual 

Bils. $ 

June 10.8 10.9 
July 10.3 10.7 
August 11.1 10.7 
September 11.2 11.1 
October 11.4 11.5 
November 11.7 11.0 
December 13.3 13.2 
Monthly Average 11.4 11.3 


On the whole our margin of error 
was under 1%. 


* 


_The leading cities, those with a 
city-national index well above the 
average (for this May compared with 
May 1948) are: 

Caspar, Wyo., 114.0; Austin, 
Tex., 111.9; Houston, Tex., 108.8; 
Albuquerque, N. M., 108.4; Stam- 
ford, Conn., 108.4; Racine, Wisc., 
108.4; Beaumont, Tex., 108.0; 
Wichita Falls, Tex., 107.9; Hemp- 
stead ‘Township, N. Y., 106.2; Troy, 
N. Y., 105.7; New Orleans, La., 
105.5; Cheyenne, Wryo., 105.5; 
Aberdeen, S. D., 105.4; Wheeling, 


W. Va., 105.2; Galveston, Tex. 
105.1. 
MAY |, 1949 


Sales Management’s Research 
Department with the aid of Eco- 
nometric Institute, Inc., maintains 
running charts on the business prog- 
ress of more than 200 of the leading 
market centers of the country. 
Monthly data which are used in the 
measuring include bank debits, sales 
tax collections, Department of Com- 
merce surveys of independent store 
sales, Federal Reserve Bank reports 
on department store sales. 

The retail sales estimates presented 
herewith cover the expected dollar 
figure for all retail activity as de- 
fined by the Bureau of the Census. 
The figures are directly comparable 
with similar annual estimates of re- 
tail sales as published in SM’s Sur- 
vey of Buying Power. 


Three Index Figures Are 
Given, the first being “City Index— 
1949 vs. 1939.” This figure ties back 
directly to the last official Census and 
is valuable for gauging the long-term 
change in a market. It is expressed 
as a ratio. A figure of 400.0, for 
example, means that total retail sales 
in the city for the month will show 
a gain of 300% over the same 1939 
month. 

The second figure, “City Index, 
1949 over 1948,” is similar to the 
first, except that last year is the base 
year. For short-term studies it is 
more realistic than the first, and the 
two together give a_ well-rounded 
picture of how the city has grown 
since the last Census year and how 
business is today as compared with 
last year. 

The third column, “City-National 
Index, 1949 over 1948,” relates the 
city’s change to the total probable 
national change for the same period. 
A city may have this month a sizable 
gain over the same month last year, 
but the rate of gain may be less—or 
more—than that of the Nation. All 
figures in this column above 100 in- 
dicate cities where the change is more 
favorable than that for the U.S.A. 
The City-National Index is derived 
by dividing the index figure of the 
city by that of the Nation. 


The Dollar Figure, “$ Millions,” 
gives the total amount of retail sales 
for the projected month. Like all 
estimates of what is likely to happen 
in the future, both the dollar figure 
and the resultant index figures can, at 
best, be only good approximations, 
since they are necessarily projections 
of existing trends. Allowance is made 
in the dollar estimates for the ex- 
pected seasonal trend, and cyclical 
movement. 

The index and dollar figures, 
studied together, will provide valu- 
able information on both rate of 
growth and actual size of a city 
market. 

These exclusive estimates are fully 
protected by copyright. They must 
not be reproduced in printed form, 
in whole or in part, without written 
permission from SALES MANAGE- 
MENT, INC. 


Suggested Uses for This Data 
include (a) special advertising and 
promotion drives in spot cities, (b) 
a guide for your branch and district 
managers, (c) revising sales quotas, 
(d) checking actual performances 
against potentials, (e) basis of let- 
ters for stimulating salesmen and 
forestalling their alibis, (f) deter- 
mining where drives should be local- 
ized. 


A Pre-Release Service Is 
Available. SM will mail, 10 days in 
advance of publication, a mimeo- 
graphed list giving estimates of retail 
sales in dollar and index form for the 
200-odd cities. The price is $1.00 


per year. 


* Cities marked with a star are 
Preferred-Cities-of-the-Month, with 
a level of sales compared with the 
same month in 1948 which equals or 
exceeds the national change. 


RETAIL SALES 
(S.M. Forecast for May 1949) 


City 
City City Nat'l 
Index Index Index $ 
1949 1949 1949 (Million) 
vs. vs. vs. May 
1939 1948 1948 1949 


United States 


291.6 100.0 100.0 10,782.00 

Alabama 

¢ Birmingham ... 455.1 102.1 102.1 40.09 

& Gadsden ...... 429.1 101.1 101.1 4.72 

% Mobile ...... 502.2 104.0 104.0 13.61 
Montgomery .. 403.7 95.9 95.9 10.98 

Arizona 

te Phoenix ...... 454.7 104.9 104.9 19.19 

rn ee 401.9 101.9 101.9 8.36 


93 


GET RESULTS 


Only A.B.C, newspaper in Lynn, Mass. | 


TESTING 


A wide variety of occupations. 
High incomes in all brackets. 
Lynn and the wealthy North 
Shore comprise a natural test 
market! And the LYNN ITEM 
is ready with an experienced 
staff to cooperate in every 


“ii [TEM 


LYNN 


with the 


noronone by Small, Brewer and Kent, Inc. 
CHICAGO e NEW YORK e BOSTON 
SAN FRANCISCO LOS ANGELES 
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HIGH 


SPOT CITIES 


(Continued from page 93) 


RETAIL SALES 


(S.M, Forecast for May 1949) 


Arkansas 


% Fort Smith .. 
% Little Rock ... 


California 

% Bakersfield 
Berkeley .. 
Fresno 


% Long Beach ... 


Los Angeles 
Oakland 
Pasadena .. 
Riverside .. 
% Sacramento 


City 
Index 
1949 


City 

Index 

1949 
vs. 


VS. 
1939 1948 


- 375.5 
524.6 


100.3 
103.9 


eee 


98. C 
103.0 


School Section regularly. 


The Journal Food Section, supplemented by daily recipes, menus 
and feature articles, developes an audience to support the adver- 
. the answer to 924,513 lines of food adver- 


tisers’ sales message . . 
tising in 1948. 


Elizabeth Daily 


ELIZABETH, NEW JERSEY 
Special Representatives, 


Kindergarden classes set up a miniature 
shelves stocked with famous brands. They also learn buying and 
selling principles. All such activities are features in the Journal 


WARD-GRIFFITH CO., Inc. 


a 


City 
Nat’! 
Index 
1949 
vs. 
1948 


100.3 
103.9 


98. 0 
103.0 


“Super-Market,” 


Build Brand 
Preference 
ADVERTISE IN A 


Minded 
Newspaper 


Zournal. 


the 


$ 
(Million) 
May 
1949 


5.22 
18.94 


RETAIL SALES 
(S.M. Forecast for May 1949) 


City 
Index 
1949 
vs. 
1939 


City 
Index 
1949 
vs 
1948 


California (cont.) 


San Bernardino. 361.8 
San Diego .... 403.2 
% San Francisco . 338.5 
San Jose ..... 387.0 
Santa Barbara . 284.9 
Stockton ..... 313.5 
Colorado 
% Colorado Springs 353.5 
a reer 315.9 
we Pueblo ...... 351.5 
Connecticut 
% Bridgeport .. . 258.6 
Hartford ..... 241.5 
% New Haven . 245.7 
% Stamford ..... 357.3 
% Waterbury . 258.6 
Delaware 
* Wilmington . 244.9 
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District of Columbia 


% Washington . 234.5 
Florida 
Jacksonville ... 377.7 
BM ccceece 360.2 
% Orlando ...... 341.1 
Pensacola 344.3 
% St. Petersburg . 465.5 
x Tampa ....... 336.0 
Georgia 
w Atlanta ...... 317.2 
we Augusta ...... 310.4 
Columbus 326.8 
BO accoses 334.7 
Savannah ..... 340.5 
Hawaii 
Honolulu ..... 396.0 
Idaho 
Pe Belse ccccccce 299.0 
Illinois 
¥ Bloomington 308.0 
%& Champaign- 
Urbana 311.4 
Chicago ...... 275.3 
% Danville ...... 346.1 
weDecatur ...... 280.0 
we East St. Louis. 344.6 


¥%& Moline-Rock Island- 


E. Moline .. 322.8 
we Peoria ....... 319.0 
we Rockford ..... 347.4 
%*% Springfield 334.1 


100.4 


93.4 


102.7 


City 
Nat'l 
Index 
1949 


vs. 
1948 


104.9 


100.4 


93.4 


102.7 


100.0 
104.6 


100.0 
105.0 
100.9 
101.3 


$ 
(Million) 
May 
1949 


14.01 


83.13 


27.88 


5.36 


6.82 
366.93 
5.71 
7.89 
8.03 


10.62 
17.16 
13.41 
12.06 
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RETAIL SALES 


(S.M. Forecast for May 
City City 
Index Index 
1949 1949 
vs. vs. 
1939 1948 
Indiana 
* Evansville .... 394.2 102.4 
Fort Wayne .. 314.9 95.9 
Gary ..-ceeee 403.9 105.0 
% Indianapolis .. 343.6 101.7 
% Muncie ...... 335.3 104.0 
% South Bend ... 387.4 102.0 
& Terre Haute .. 333.7 103.0 
lowa 
Cedar Rapids .. 276.6 93.1 
Davenport .... 326.2 99.0 
Des Moines ... 309.5 93.0 
Sioux City ... 286.7 94.2 
Waterloo ..... 321.2 92.7 
Kansas 
% Hutchinson ... 379.7 103.3 
% Kansas City .. 433.3 103.0 
%& Topeka ...... 422.7 101.4 
% Wichita ...... 559.2 105.0 
Kentucky 
% Lexington .... 319.2 100.0 
Louisville .... 310.0 99.7 
Louisiana 


% Baton Rouge .. 406.9 112.0 


%& New Orleans .. 361.3 105.5 
% Shreveport ... 330.9 101.5 
Maine 
ee 246.9 97.2 
Lewiston-Auburn 264.3 95.1 
Portland ..... 259.2 92.5 
Maryland 
Baltimore .... 292.5 99.6 
Cumberland .. 260.1 94.7 
Massachusetts 
a eee 208.3 94.6 
Fall River .... 236.0 93.3 
Holyoke ...... 211.4 96.8 
Lowell ....... 287.9 98.1 
BOE wih ances 189.9 97.4 
New Bedford .. 247.6 97.2 
Springfield ... 239.2 96.8 
% Worcester .... 227.3 100.4 
Michigan 
% Battle Creek . 350.2 101.C 
%& Bay City ..... 367.5 101.5 
MAY | , oes 


1949) 
City 
Nat’l 
Index 
1949 

vs. 
1948 


100.0 
99.7 


101.0 
101.5 


$ 
(Million ) 
May 
1949 


15.69 
15.59 
15.39 
57.03 

6.94 
16.35 

9.91 


8.05 
9.85 
22.41 
9.92 
8.03 


5.43 
13.39 
11.75 
26.17 


9.29 
35.74 


9.97 
49.93 
13.70 


4.42 
5.92 
10.47 


97.85 
4.89 


89.88 
8.40 
4.98 
7.83 
6.93 
8.89 

17.63 

18.57 


7.53 
7.02 


RETAIL SALES 


(S.M, Forecast for May — T HE 


City City Nat'l : : : — 
Index Index Index $ -. 8 
1949 1949 1949 (Million) L ON ; if & . 

vs. vs. vs. May | : _ 


1939 1948 1948 1949 


Michigan (cont.) 


Xe Detroit ...... 392.7 104.5 104.5 230.01 IN HEMPSTEAD TOWN 
iat is mao Mo mo Listening Audience 
ran apiaqs . " - J ls 
Jackson ...... 347.6 99.5 99.5 8.55 | WHLI 24.4 
% Kalamazoo ... 341.6 1045 104.5 10.83 Network A 26.0 
% Lansing ...... 349.3 100.3 100.3 14.32 | LB 18.4 
Muskegon .... 398.1 99.8 99.8 8.24 | ane . ne 
ee Saginaw ..... 244.6 100.5 100.5 7.73 Networ : 
Network D 9.8 
All others 10.7 
Source: Conlan Survey—January 1949 
Minnesota Hempstead, Long Island 
% Duluth ...... 295.3 100.6 100.6 12.49 
% Minneapolis ... 312.7 101.8 101.8 74.14 : 
St. Paul ..... 297.3 988 988 43.88 | : LI 1100 
Mississippi AND 
% Jackson ...... 464.8 103.7 103.7 10.69 


WHLI-FM 98.3 Mc 


Missouri HEMPSTEAD 
voce eee 


Joseph 95.0 8.48 : 
% St, Louis .... 329.2 100.9 100.9 102.52 NEW YORK 
% Springfield ... 359.8 100.0 100.0 8.24 * 3 
Elias 1. Godotsky, President 


AN IMPORTANT INDEX 


To any city's business-producing ability is the ease of 
movement of people, their pay-check spending and 
banking habits. 


Holyoke Massachusetts CITY ZONE (compact indus- 
trial residential Holyoke, Chicopee and The Hadleys 
totaling over 100,000 population) has an outstanding 
local bank deposit record. This is enhanced by High- 
Spot month-after-month-year-after-year tabulations in 
varied business classifications that could well be envied 
by many cities of 100,000 population. 


When space buying is aligned to a common basis of 
comparisons among corporate or city zones of 100,000 
population, it usually works out that you will place high 
on your list... 


The Holyoke Transcript Telegram 


Over 25,000 evenings except Sundays 


Represented by 
Julius Mathews Special Agency Inc. 


Now’s the 


time for— 


SCIENTIFIC 
SALES FORECASTS 
Market by Market 


The Econometric Institute, 
under Dr. Charles F. Roos, 
its Director and Founder, 


has pioneered in the appli-. 


cation to business problems 
of modern mathematical 
and statistical techniques 
of analysis. 


Our forecasts have stood 
the acid test of experience. 
We have successfully called 
the turn on the major eco- 
nomic trends of the past ten 
years. 


The Institute offers you a 
personal consulting service 
designed to help you make 
your important decisions 
on 1) sales potentials, 2) 
pricing policy, 3) demand 
and capacity analyses, 4) 
inventory and other im- 
portant business problems. 


For information write: 


The 
ECONOMETRIC 
INSTITUTE 


21 East 63rd St. 
New York 21, N. Y. 
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(Continued from page 95) 


RETAIL SALES 
(S.M. Forecast for May 1949) 
City 
City City Nat'l 
Index Index Index 
1949 1949 1949 (M 
vs. vs. vs. 


$ 
illion ) 
May 


1939 1948 1948 1949 


Montana 
% Billings ...... 311.6 104.2 104.2 5.11 
7 ee 256.6 105.9 105.9 5.67 
% Great Falls ... 303.9 103.8 103.8 5.47 
Nebraska 
%& Lincoln ...... 326.2 100.4 100.4 11.22 
SG: cacsens 315.6 98.0 98.0 29.29 
Nevada 
He Rene cccccess 274.6 105.7 105.7 5.52 
New Hampshire 
% Manchester ... 259.9 101.7 101.7 7.72 
New Jersey 
Atlantic City . 218.6 93.9 93.9 8.59 
Camden ...... 257.6 98.6 98.6 11.18 
Elizabeth .... 254.0 97.5 97.5 10.06 
Jersey City 
Hoboken ... 187.7 99.8 998 19.15 
we Newark ...... 250.5 100.1 100.1 54.98 
% Passaic-Clifton . 280.2 101.3 101.3 11.49 
eee 268.5 95.8 95.8 16.27 
% Trenton ...... 261.1 102.7 102.7 15.04 
New Mexico 
% Albuquerque .. 332.2 108.5 108.5 6.81 
New York 
we Albany ...... 231.0 101.6 101.6 15.41 
Binghamton .. 205.6 97.2 97.2 7.69 
Pree 228.7 95.1 95.1 50.38 
a ae 204.6 94.1 94.1 4.85 
Hempstead 
Township .. 327.1 106.2 106.2 34.05 
Jamestown ... 234.6 98.2 98.2 4.34 
New York .... 2226 99.7 99.7 625.54 
% Niagara Falls . 226.6 103.2 103.2 7.07 
we Rochester .... 234.1 101.3 101.3 35.02 
% Schenectady .. 227.2 103.3 103.3 8.95 
SGGMR ccces 228.6 99.2 99.2 21.31 
i eer 219.7 105.7 105.7 6.59 
eee 2113 99.5 99.5 8.41 


NORTH CAROLINA'S 


PER 
NO. CAPITA 


MARKET 


can be reached 
and influenced 


effectively only 
by the 


POST 
SALISBURY 


INSTITUTION 


\ 


“THE-SALISBURY PosT 
Salisbury; Worth Carolina a 


SALES RESULTS 
In MINUTES 


89% of the readers of the St, 
Petersburg TIMES, representing 
93.8% of this market’s potential 
buying power, are not more than 
20 minutes removed from any 
store, or outlet, of the national 
advertiser. 


Here is speed, action, no wasted 
time or distance from buyer. to 
point of purchase! 


St, Petersburg is America’s newest 
100.000 market and enjoys the 
additional prosperous benefits of a 
truly great winter resort, 


Consistent advertising in this great 


market will definitely help build 
your sales, 


St. Petersburg — Florida 
TIMES 


Represented by 
Theis & Simpson Co., Inc. 


New York—Detroit—Atianta—Chicago 
V.J. Obenauer, Jr., in Jacksonville, Fla. 


Daily Sunday 
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City 
1949 


vs. 
1939 


North Carolina 


Index 


w Asheville ..... 359.5 
%& Charlotte » BOS 
% Durham ...... 344.3 
% Greensborc - 412.2 
%& Raleigh ...... 416.5 
% Salisbury ..... 374.5 

Wilmington « Sa 

Winston-Salem . 361.1 


North Dakota 


w& Fargo ....... 376.7 
Ohio 
 aerrerre rs 293.7 
& Canton ...... 316.9 
%& Cincinnati 298.0 
Cleveland 281.1 
% Columbus 300.8 
a are 283.4 
% Mansfield ..... 305.3 
wSpringfield 238.1 
: i. ere 292.5 
Ww Warren ...... 298.4 
Youngstown 285.6 
Oklahoma 
& Bartlesville - 304.2 
Muskogee --- 300.0 
% Oklahoma City. 320.7 
a 335.0 
Oregon 
Eugene ...... 356.6 
Portland ..... 334.3 
BO @teacen 314.0 
Pennsylvania 
Allentown 277.1 
WE conisdic 227.7 
*& Bethlehem 259.2 
Ww Chesier ...... 314.7 
SPUD, seeuawna 274.4 
%& Harrisburg 279.5 
¥% Johnstown 290.5 
Lancaster 242.4 
Philadelphia 265.0 
%& Pittsburgh 267.7 
) Reading ...... 255.2 
Scranton ..... 228.3 


MAY 


HICH 


City 
index 
1949 
vs. 
1948 


101.0 
103.3 
100.7 
102.8 
108.1 
100.1 

95.8 
100.9 


107.2 


99.7 
103.1 
102.3 

99.0 
102.0 

97.1 
104.0 
101.6 
101.3 
103.6 

99.6 


103.7 

97.7 
102.0 
103.0 


96.0 
97.0 
99.0 


99.2 
99.5 
102.2 
103.3 
100.2 
103.0 
103.6 
96.9 
99.5 
103.3 
98.3 
99.2 


City 
Nat'l 
Index 
1949 
vs. 
1948 


101.0 
103.3 
100.7 
102.8 
108.1 
100.1 

95.8 
100.9 


107.2 


99.7 
103.1 
102.3 

99.0 
102.0 

97.1 
104.0 
101.6 
101.3 
103.6 

99.6 


103.7 

97.7 
102.0 
103.0 


96.0 
97.0 
99.0 


99.2 
99.5 
102.2 
103.3 
100.2 
103.0 
103.6 
96.9 
99.5 
103.3 
98.3 
99.2 


SPOT CITIES 


RETAIL SALES 
(S.M, Forecast for May 1949) 


$ 
(Million) 
May 
1949 


8.16 
16.48 
7.54 
10.14 
9.33 
3.67 
4.09 
9.28 


6.78 


28.05 
14.61 
60.44 
103.98 
42.14 
26.55 
5.77 
6.43 
33.87 
5.70 
20.05 


2.19 
3.42 
25.91 
20.00 


5.76 
54.02 
5.62 


11.86 
6.42 
4.95 
7.27 

11.66 

12.38 
9.18 
7.61 

178.78 

79.45 

12.30 

11.30 


| 
| 
| 


RETAIL SALES 


(S.M. Forecast for May 1949) 
City 
City City Nat'l 
Index Index Index $ 
1949 1949 1949 (Million) 
vs. vs. vs. May 
1949 1948 1948 1949 
Pennsylvania (cont.) 
% Wilkes-Barre .. 273.2 103.3 103.3 9.97 
A, Meer 254.0 104.1 104.1 6.68 
Rhode Island 
Providence .... 236.6 95.7 95.7 27.45 
Woonsocket - 269.4 926 92.6 4.58 
South Carolina 
% Charleston - 367.6 105.7 105.7 9.41 
% Columbia - 347.6 101.9 101.9 10.15 
% Greenville - 372.6 101.4 101.4 8.57 
% Spartanburg - 477.4 104.7 104.7 7 83 
South Dakota 
we Aberdeen ..... 410.8 105.4 105.4 3.41 
% Sioux Falls ... 403.9 103.2 103.2 8.28 
Tennessee 
Chattanooga 320.7 97.8 97.8 15.78 
Knoxville - 340.9 98.5 98.5 15.82 
Memphis ..... 327.1 95.3 95.3 38.99 
Nashville ..... 326.0 99.6 99.6 230.8 


PASSAIC- ON—One Marke 


gs 
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. and NOW Sales Management 


by 


C ... Editor & Publisher 
Standard Rate & Data 


HELP! 


YES, help yourself to your 
share of $16,930,000. That's 
how much Woonsocket spent 
in retail sales for the first four 
months of 1949. (Source: S. M. 
Sell this 
through the one paper with 
99.7%, coverage of the "Spend- 
ing City", the— 


Estimates) market 


| 


Woonsocket 


Covering 
Rhode 
Island's 

PLUS | 
Market 


Representatives: 
Gilman, Nicoll & Ruthman 


Passaic-Clifton is a city of 126,000 people .. . the heart of the rich 


North Jersey industrial area that annually spends more than $161 ,000,- 


000 in retail sales 


. . . 80% of which is poured into Passaic-Clifton 
stores . .. making it a PREFERRED High Spot City month after month. 


Sales Management estimates of Passaic-Clifton retail sales for May 


are 1.3%, higher than May, 1948 ... a total of $11,490,000.00. 


Check all market and circulation facts . . . you will conclude that 


Passaic-Clifton is a ‘must’ on your New Jersey list. 


THE HERALD-NEWS ......... Passaie-Clifton, N. J. 


50,235 abc—3/31/49 


The Julius Mathews Special Agency 
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BEAUMONT, TEXAS 
A preferred "high-spot” city 
for 51 consecutive months! 


NOW READY .. . made in January 
. the latest semi annual 


Grocery Store 
Distribution Survey 


showing distribution findings of 67 
food and household items in Beau- 
mont grocery stores. 

For a copy write us — or “ask the 
Branham man". 


National Advertising Department 


ENTERPRISE & JOURNAL 


Beaumont, Texas 


nt Em 


oe 


THE 49-ERS” 


The “California Gold Rush” | 
was in 1849. Men found gold. 
In 1949 advertisers are 

finding sales in Fort Wayne 
—Indiana’s “Golden Zone” 

of per family buying power. 


a 


100%, merchandising cooperation 
in an ideal test market 


+ 


The News-Sentinel 


Fort Wayne, Indiana 


Allen-Klapp ‘Co. New York, Chicago, Detroit 


HICH 


SPOT HITIES 


(Continued from page 97) 


RETAIL SALES 


(S.M, Forecast for May 1949) 


City 
City City Nat,I - 
Index Index Index $ 
1949 1949 1949 (Million) 
vs. vs. vs. May 
1949 1948 1948 1949 
Texas 
w% Amarillo ..... 370.3 101.4 101.4 8.59 
i ae 378.4 111.9 111.9 13.32 
%& Beaumont - 381.6 108.0 108.0 10.15 
Corpus Christi. 350.5 98.6 98.6 9.85 
Pe Baltes .ccccee 419.4 102.8 102.8 63.79 
WED Pate ccccce 336.3 102.7 102.7 11.57 
Fort Worth - 380.9 97.7 97.7 31.16 
%& Galveston ..... 338.5 105.1 105.1 7.38 
%& Houston ..... 440.0 108.8 108.8 75.10 
Lubbock ..... 336.6 93.3 93.3 6.26 
San Antonio . 304.0 98.8 98,8 27.54 
Wacq ...ceeee 302.8 96.1 96.1 6.57 
% Wichita Falls . 363.8 107.9 107.9 7.53 
Utah 
QeGER cvccoes 315.7 94.5 94.5 5.43 
% Salt Lake City. 309.9 100.4 100.4 20.67 
MARKET-RESEARCH 
MAN 


Outstanding Opportunity With 
Nationally Known Organization 


If you are between 28 and 35—possess 
marketing and product research experi- 
ence with either an advertising agency 
or a manufacturer of a branded con- 
sumer product—know how to gather 
vital statistics and interpret them sales- 
wise, how to analyze markets and sales 
territories, how to establish market po- 
tentialsk—we want to know more about 
you. A newly created post with a grand 
future for a qualified individual. Please 
give complete data and be sure to state 
salary desired. Enclose photo, if pos- 
sible (which will not be _ returned). 
Location: middle west. 


BOX NO. 2601 


Sales Management 
386 4th Ave., New York, N, Y. 
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RETAIL SALES 


(S.M_ Forecast for May 1949) 


City 
City City Nat, 
Index Index Index $ 
1949 1949 1949 (Million) 
vs. vs. vs. May 
1949 1948 1948 1949 
Vermont 
Burlington ..... 281.9 94.5 94.5 4.20 
Virginia 
Lynchburg ... 280.2 95.0 95.0 5.24 
Newport News . 3145 96.4 96.4 5.22 
% Norfolk ...... 339.5 100.0 100.0 19.01 
%& Portsmouth 379.3 101.5 101.5 5.50 
% Richmond 325.5 101.5 101.5 31.02 
% Roanoke ..... 364.6 104.8 104.8 11.63 
Washington 
Seattle ...... 383.3 97.6 97.6 70.33 
Spokane ..... 3S.7 65 SS 19.14 
Tacoma ...... 360.4 996 99.6 17.48 
Vahinn cccece 316.4 95.4 95.4 6.36 
West Virginia 
* Charleston - 289.6 103.6 103.6 11.15 
% Huntington ... 282.9 104.3 104.3 7.78 
% Wheeling ..... 290.7 105.2 105.2 8.17 
Wisconsin 
*% Appleton ..... 338.3 101.6 101.6 4.77 
% Green Bay .... 332.8 102.4 102.4 7.72 
Madison ...... 320.55 98.4 98.4 12.50 
% Milwaukee . 353.4 104.0 104.0 89.63 
we Racine ....... 352.3 108.4 108.4 8.35 
% Sheboygan - 296.9 100.2 100.2 4.75 
Superior ..... 280.6 98.4 98.4 3.62 
Wyoming 
we Casper ....... 353.9 114.0 114.0 3.61 
%& Cheyenne 310.7 105.5 105.5 3.76 


EXECUTIVES—$6,000 UP 


Contemplating a change? 


Your personal requirements met through = 

flexible procedures, affording full protection 0 

your present position. We have the know-how 

and the caenutee Fn ay ~ ._ are 
’ or the , 

fully for you e reeeDN EX CUTIVE 


SALES MANAGEMENT 


Cc 


4.20 


5.24 
5.22 
9.01 
5.50 
1.02 
1.63 


33 
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INDEX TO ADVERTISERS 


Advertising Checking Bureau ..... 67 
American Airlines .......... 3rd Cover 
American Legion Magazine ....... 72 
American Lumberman ........... 78 
American Telephone & Telegraph 
POE cn kdve nese nian cawne eae. 47 
American Telephone & Telegraph 
Company (Classified) .......... 77 
Atlas Film Corporation .......... 90 
The Bangor Daily News ......... 68 
kh ee eee 92 
Beaumont Newspapers ........... 98 
Beech Aircraft Corporation ...... 51 
OS Eo a er ee earn ere 99 
Bell & Howell Company .... 2nd Cover 
Better Farming Methods .......... 28 
Better Homes & Gardens ......... 69 
> RP erererrerrrr ce 85 
Booth Michigan Newspapers ...... 33 
RE eer 69 
Buffalo Evening News ........... 51 
eS ee 4th Cover 
Cincinnati Times-Star ........... 16-17 
Cleveland Plain Dealer .......... 9 
Se ey NE GM onc ceciccevenes 78 
ee errr 21 
Davis Sales Consultants ......... 90 
SID aos fics can ea ras 56 
GE BN “evivieCecsonanewan 3 
EE eee hoch ek aie ing 32 
i. fl ere ee 26 
we I eae nss orate wee 62 
Econometic Institute .............. 96 
Elizabeth Daily Journal .......... 94 
Pivet Taree BEAM: onic ccc sive 34 
Fort Wayne News-Sentinel ....... 98 
Pee I Pe, Gis ce wedceaes 24-25 
menest GSatr Ca... TRG ©. oii.cs ciscews 6-7 
Greensboro News-Record ........ 60 
a a eta ie brace 20 
Holyoke Transcript Telegram .... 95 
Home Owners Catalogs .......... 62 
Schuyler Hopper Company ........ 49 
EEE Oo eh pad aeeesan 99 
SN EN a oe Sedna. ing 99 
we. eer 12-13 
Flouston Chronicle ........0c000s- 22 
Industrial Equipment News ....... 85 


International Business Machines .. 23 


| Do You Want the 


Top-Flight House Magazine 
In Your Field? 


) 

) 

) 

Nationally known House Maga- 

zine Editor with twenty years 
experience .... now editing one 
of America’s finest prize win- 
ning House Publications . . . has 
time available to edit and direct 
the designing and producing of 
another top-flight House Maga- 

| zine. If you are interested in 
paving the way and opening 

) doors for your salesmen with an 

outstanding Sales Magazine, it 

will pay you to investigate. For 

complete information write.... 


BOX 2603 SALES MANAGEMENT 
386 4th Ave., New York, N. Y. 


MAY 1, 1949 


Jepson Executive Service ......... 98 
Seen t TION BOGE ccisicccncdscess 56 
Journals of Commerce ........... 29 
Loe Rebest Comey «cccicvccccne 56 
Oe horace cao ae eee aortas 82-83 
RN IED. 6s'5.¢ ties warisanules eeaecs 30 
BR IE Ki cicdewiccs cebse nena 94 
Mademoiselle’s Living ....... Facing 65 
ee Facing 64 
SS ee ee 4 
National Research Bureau ........ 53 
New Orleans Times-Picayune ..... 63 
oS i ee 18-19 
The Newark News ......csccssese 10 
Newspaper Printing Co. .......... 86 
Oil Paint & Drug Reporter ....... 57 
a... re rr 97 
Peoria Newspapers .............. 88 
The Philadelphia Bulletin ........ 1 
i Tee rere 5 
Practical TUGGEE 5. sccsccerseecs 75 
eer 27 
Be MEN iii inna e 3k eae eae oer 64 
Roanoke Times & World News .... 74 
St. Petersburg Times ............ 96 
Sales Research Institute .......... 68 
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Ee BO BIND. hic esixinsem dene 73 
Southern Building Supplies ....... 59 
Successful Farming ..........-... 31 
Tacoma News-Tribune ........... 52 
IIE oie: scec a8 owes! aac Facing 80 
ES OOE. a5 5 cto ob aoeaces 68 
U.S. Savi Beas occ nciesseses 84 
United Board and Carton Corp., 
Serer errr ree 70 
United Film Service ............- 55 
The Wall Street Journal ......... 11 
| Serer 99 
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errr 57 
WL) (Tlempetesd) ....0ccsccces 95 
\ fee ge eee 14 
Wisconsin Agriculturist .......... 79 
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SALES STATISTICIAN 


University Graduate (Marketing Ma- 
jor) with adequate experience in 
Sales Statistics. Looking for perma- 
nent opening. Write Box 2602, Sales 
Management, 386 4th Ave. New 
York, N. Y. 


DO YOU NEED A DOWN TO 
EARTH SALES PROMOTIONAL 
MAN WHO CAN 


Train salesmen 

Develop salesmen's tools 

Develop Jobber's salesman's tools 
Hold meetings that enthuse 

Who has good knowledge of adver- 
tising and promotional material 


Personal qualifications; now employed 
and has been with major corporation for 
10 years, 40 years of age, 20 years of 
specialty sales experience in consumer 
package merchandise thru retail and 
wholesale grocery, drug, variety store, 
department store and hardware store 
channels. Box 2595, Sales Management, 
386 4th Ave., N.Y.C. 


where its cool 
in St.Louis 


~~ HOTEL HOTEL 
Wayfair Acennox 

8th and St. Charles 9th and Washington 
All rooms have every luxurious appoint- 
ment from guest-controlled air condition- 
ing to free radio reception. 


Priced economically from $3.50. Teletype SL-139. 
FINE FOOD GARAGE SERVICE 


COVERS 


of sturdy, 
Beau Brilliant in 


with simple, 


size holds 


up to 100 
ilx8%%. 


(Other sizes to order). 
18c each (for 1,000) 


at small additional cost. 
Please write for free sample S-2. 


Exclusive with 


We also specialize in all 
binders, portfolios and presentation covers. Tell 


inexpensively. 


Make your sales manuals and 
presentations more effective ! 


CLAREPORT* 


PRESENTATION 


Full size clear acetate 
cover for smart visibil- 
ity, Back cover stock 
attractive 


8 


colors, Sheets are held 
invisible 
brass fasteners. Stock 
sheets, size 


25e each (for 
100). We can also imprint your name 


THE BELFORD CO., 68 Greene St., N.Y. 12 


pes of custom-made 


your problem — we'll help you solve it quickly and 
*Trademark; pat. 


| 10 EXCLUSIVE FEATURES 


| Sig-Na-lok 


| VISIBLE RECORD SYSTEMS 


4 CARD POCKETS. 
EASILY INSERTED 


WASSELL ORGANIZATION, Ine. 


Dept. I © Westport ¢ Conn. 


14 years experience, not interrupted by 
war, advertising and selling consumer 
goods through jobbers and direct; 38; 
college; employed; seeks lifetime oppor- 
tunity. with stable, dynamic company. Out- 
standing record. Write for photo and re- 
sume. Box 2599. Sales Management, 386 
BUNA Tm 
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COMMENT 


PORTRAIT OF A MAN 
ANSWERING HIMSELF 


Advertising is an inquisitive business. So it was logical 
for the Advertising Club of Grand Rapids, Mich., to in- 
vite Dr. Colston E. Warne, president of Consumers 
Union, to address its members at a recent clinic. If club 
members did not expect to hear any kind words about 
advertising from Dr. Warne, they were not disappointed. 
For his subject, Dr. Warne chose ‘“The Case Against 
Advertising.” As Dr. Warne views it, “Advertising has 
by its frequent abuses: 


1. “Stressed inconsequential values. 


2. “Brought a false perspective as to the 
merit of products, often bewildering rather 


than informing. 


3. “Lowered our ethical standards by the all- 
too-frequent insincerity of appeals. 


+. “Corrupted and distorted the news. 


Al 


. “Wasted much good timber and chemicals 
and spoiled much of our landscape and our 
radio enjoyment. 


6. “Blocked the speedy use of correct medi- 
cation. 


7. “Created many parental problems by 
abominable radio programs for children. 


8. ““Turned our society into one dominated 
by style, fashion and ‘keeping up with the 
Joneses.’ 


9. “Retarded the growth of thrift by empha- 
sizing immediate expenditures. 


10. “Fostered monopoly through its large 
scale use by a relatively few financially 
favored companies.” 


Now what about “The Case for Advertising”? We 
could spill out a flood of words'and build mountains of 
evidence. But we think the public would come to the 
same conclusion that Dr. Warne himself stated in his own 
speech attacking advertising. Dr. Warne said: 


“For anyone, advertiser or consumer, to praise 
or condemn advertising as a whole, would be 
about as intelligent as to praise or condemn fire, 
music, art, or atomic energy. Advertising is a 
technique of presenting an affirmative case for a 
product or an idea. Everything depends upon 
how it is used; it may be used to promote snake 
oil or an anti-tuberculosis campaign.” 


But before we drop the matter there is one point in 
Dr. Warne’s comment that is too serious for either him or 
anyone concerned in sales-advertising to overlook. Dr. 
Warne goes on: 
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“And are there not conflicts even among its 
[ advertising] individual appeals? A dollar mov- 
ing into one channel is diverted from another. A 
boost in the sale of California wines narrows the 
market for overshoes. A campaign to patronize 
your mutual savings bank slows up a drive for 
electric refrigerators. If, with more than 13 
billion dollars of outstanding consumer credit, 
America has not been oversold by advertising 
pressure, then I entirely miss my guess.” 


Is Dr. Warne arguing for a static economy? Does he 
believe that advertising should return to pioneer days 
when a scrawled sign was hung up in a frontier store, 
stating “Shoes available, just arrived from East’’? Isn’t 
Dr. Warne thinking only of filling needs? 


Inferentially, Dr. Warne seems to argue against adver- 
tising’s dynamic role in developing desires above and 
beyond the minimum needs of food, shelter and clothing. 
But isn’t it ceaseless human desire that moves people to 
find ways to increase their income so they can satisfy 
both their needs and their wants? Of course it is. When 
people get a strong inner urge to do something they work 
a little harder—or a little longer—or a little more 
efficiently. 


We'd welcome a little back talk from Dr. Warne on 
this role of advertising. Would you like to get into this 
discussion with your pro or con views? 


LET'S FACE IT: TRADE-INS ARE BACK 


Like it or not, almost every company in the specialty 
field—notably those in office equipment, household appli- 
ances and automobiles—must now set up a definite policy 
on trade-ins. 


One trade group, the National Association of Appliance 
and Radio Dealers Association, has already issued the 
“1949 nNarRDA Trade-In Guide” for major appliances. 
The guide covers four major classifications of appliances: 
refrigerators, ranges, vacuum cleaners and _ washers. 
Values listed are “suggested prices secured from dealers 
across the Nation who have had experience with the par- 
ticular units.” These values, the association points out, 
“are not the maximum a dealer may allow, but are sug- 
gested to help the dealer establish what allowance he can 
give on a used appliance in a profitable transaction.” 


Because trade-ins can so easily become a device for 
concealing vicious price-cutting, the problem is one that 
should be tackled courageously at the policy level. 
Nothing but thousands of profitless sales lies ahead for the 
firm that allows trade-in pressures to develop and leaves 
allowances to be dealt with on a horse-trading basis by 
individual salesmen and dealers. 


TWO-LINE EDITORIAL 


More than 50% of the prescriptions filled by druggists 
today are for products that didn’t exist 10 years ago. 


SALES MANAGEMENT 


IT” 
Conigjle— there are 15 million new stars in the sky ! 


ANOTHER AMERICAN AIRFREIGHT SHORT STORY 


The American Safety Razor Corporation developed a 
new razor blade made of DURIDIUM. They called this 
blade the SILVER STAR and their tests indicated that it 
was superior to other blades. 

A national advertising program was authorized and, 
to meet the expected demand, it was necessary to have 
blades in dealers’ hands when the advertising appeared. 
This meant overnight national distribution — possible 
only by air transportation — other methods were too 
slow. 

Therefore, the sales manager presented the problem 
to American Airlines’ Airfreight Counsellor. That’s why 


15,000,000 new SILVER STARS are in the sky tonight— 
being flown from New York to 381 Airport Cities for 
delivery by truck tomorrow to countless nearby trading 
centers. No warehousing costs. No delays. No whole- 
saler discriminations. No problems! 

This quick, efficient, economical answer to an other- 
wise difficult shipping problem is another example of 
how American Airlines Airfreight is changing the pat- 
tern of America’s distribution methods. As a supplier 
or consumer, you cannot afford to overlook the possi- 
bilities in this new and better form of transportation. 
For free literature write today to American Airlines, 
Inc., 100 East 42nd Street, New York 17, New York. 


AMERICAN AIRLINES Airfreight 


To influence women, there’s nothing like the 
Chicago Tribune—in which department stores 
invest more of their promotion budgets 

than in all other Chicago papers combined! 


Te reach Chicane women do a4 retailers do... use the Chicago [nil ne 


